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Your salesman shows his sample 
when he quotes his price. 


he doesn't hold his sample back 
when trying to close his sale. 


Show your samples by mail 
with your sales letters 


Let your sales letters read, “lind sample enclosed, —that’s the Way to 
lose sales quick; instead of saying “sample under separate cover,” and 
letting your customer’s interest turn to other things before your “sepa Vey, 


rate cover’ sample arrives. "opto, 


Clip 
out and 
mail to 


BEMIS 


BRO. BAG CO. 


611 South Fourth Street 
ST. LOUIS, MO. 


yuts your sales letter and your sample right down on your custom 
er’s desk together He reads your letter with close attention 
ecause he knows the sample is with it, and he examines your 
sample with especial interest because your letter has focused 


his thought on your proposition . - 
: v Please send us, with full 
Iwo-In-One Envelope Bag is tough manila envelope firmly machine Ny ae y ° particulars and prices, but 
stitched to stout cloth bag, printed to your order. and made in three + Ln, i : et Ges 7 is 
eb te stot: coonk Bag, = BP gape Tomy ped ‘8 A, without obligation, sample of 


Mailing Bag (the easy-to-address, 
_quick closing, and secure container 
tor mailing small articles when no 

letter is to go along). 


address the —_ . 
Sg ara And you pay Ist class postage on envelope only, ay ay “ _ your [wo-In-One Envelope 
he sat ple goes for regular merchandise postage rate but gets / ; J Bag alsc samples ot Economy 
mpt delivery with your letter itself . ( i 


Write today and learn of all the ad- < 
vantages in Two-In-One Envelope Bag. i 


Mail this coupon NOW 


Name 


to Bemis Bro. Bag Co., Saint Louis iis 


veal. cate 
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Teaching Men to Manage Themselves 


A Review by Cameron McPherson of Letters Selected From the Files of 


Superintendent of Agencies, Mutual Benefit Life Ins. 


Few men know how to manage them- 
selves. We all have in our employ men who 
work hard, but accomplish little. They do 
not know how to direct their energies along 
productive lines. Then there is the fellow 
who permits acquisitiveness to get the bet- 
ter of patience. Another type are handi- 
capped by not knowing how to delegate 
authority—they attempt to do too much 
themselves. Others again do not under- 
stand the importance of health conservation. 
And so it goes. 

When a man is working under your im- 
mediate personal supervision it is a com- 
paratively simple matter to teach him how 
to manage himself, and to develop him to a 
point where he can in turn manage others. 
But when the work must be done largely by 
mail it is not so simple. Letters cannot 
smile away the sting. Even under most 
favorable conditions they are stiff and dis- 
tant. That is why so many sales managers 
prefer to have their men come to the fac- 
tory when there is reprimanding to be done. 
But this is not always possible. 

Few men have done better work in build- 
ing men by mail than A. A. Drew, super- 
tendent of agencies for the Mutual Benefit 
Life Insurance Company of New Jersey. 
For sixteen years this company has not 
gone outside of its own ranks for a general 
agent. It steadfastly has adhered to the 
policy of developing its own managers, and 
this work has fallen to Mr. Drew’s lot. In- 
asmuch as the fundamentals of man-build- 
ing are the same in all lines of business, 
whether the thing sold is life insurance or 
life preservers, automobiles or baby car- 
riages, you may be interested in studying 
Mr. Drew’s methods. 

Before turning to the letters, which we 
print through the courtesy of a former 
stenographer of Mr. Drew’s, let us get a 
few facts fixed in our minds. In the first 
place we should know that the Mutual of 


A. A. Drew 


New Jersey is the “low commission” com- 
pany of the country. This adds materially 
to the task of holding and building men. 
Secondly, the task of developing commis- 
sion salesmen in any line is not an easy one, 
and insurance salesmen especially resent 
correction. Third, that in many cases these 
letters were written to men who had been 
with the company longer than Mr. Drew, 
although he has been with the company for 
over twenty years. Some of the men to 
whom the letters were written even 
knew him in the old days when he was 
the editor of publications and had no 
authority over them whatever. 

One fact which is clearly brought out by 
a review of the letters is that Mr. Drew 
does not believe in “stringing” his men. 
An especially good illustration of his policy 
in this respect is seen in the method of 
handling a Western agent who had written 
in to ask about his future. Apparently the 
man had been doing creditable work and 
felt that he was entitled to a promotion. 
He had in his pocket an offer from an- 
other company. Mr. Drew’s reply is inter- 
esting not only because it mirrors his whole 
policy in dealing with men, but because 
shortly after this letter was written the man 
was made a general agent. In fact, at the 
time the letter was received he was slated 
for a general agency, but Mr. Drew felt 
that he was not fully developed. 


My dear Mr. White: 


I would not set a very high price on 
the services of a man without ambition, 
and therefore was pleased to know you 
were ambitious and had a definite goal in 
view. Iam not given to making promises 
or creating false hopes, and therefore can 
only say: Do your best and have faith in 
the results. 


In a business such as ours, where the 
eall for men is so great the future of a 
four-square man has much in store for him 
if he will only take care of today. Upon 
today largely depends whether tomorrow 
shall be dark or fair. As your powers and 
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Co. of New Jersey 


possibilities unfold, new and greater op- 
portunities are sure to come to your 
larger self. I say that much to encourage 
the hope you have, believing that it will 
keep you in a working mood. 


Be assured that he succeeds who de- 
serves success. Success is no accident nor 
ean it be improvised. It is the combina- 
tion of pluck and brains, the culmination 
of careful preparation and courageous ac- 
tion. You are now in a stream of life 
where character is developed and you are 
under the most favorable auspices for 
your success. Study to show yourself ap- 
proved unto your colleagues as a work- 
man that needs not to be ashamed, for 
much depends in these days of great cor- 
porations on the ability of a man to dis- 
close himself as such. My aim is to enable 
every man through the Company’s publi- 
cations to establish his identity so that 
he will not be lost to view when an oppor- 
tunity for him offers. 


You have been with us less than two 
years and are still quite young, a fact you 
will realize when you are older. Other 
men older in our service and older in years 
have not yet had their opportunity. How- 
ever, we do not consider years of service 
only for men should be measured by their 
deeds rather than by their years. 


The other night I was reading George 
Eliot. This sentence fixed my attention, 
for it is true in my own case: “We must 
not be in a hurry to fix and choose our 
own lot. We must wait to be guided. We 
are led on like little children by a way 
we know not.” In other words, men suc- 
ceed best who do not allow their ambi- 
tions to trouble them. Too many men let 
the engine of ambition race. Patience is 
the art of hoping, and I therefore enjoin 
you to persevere and preserve yourself for 
better circumstances. 


Very truly yours, 


One of the real difficulties that Mr. Drew 
has to overcome is teaching his men the 
value of shifting the detail work onto to 
other shoulders so that the agent will be 
able to devote a greater part of his time 
to actually writing business. This same 
condition exists in every line where sales- 
men are given offices. Here is what Mr. 
Drew wrote to one agent on that point: 


Dear Mr. Mack: 


Responsibility is good for folks, but I 
am afraid you have never learned how to 
throw it off on others. It is time you be- 
gan. 

My Heutenants here at the office have 
been made by putting responsibility onto 
them, and I have been relieved of much 
grief by having given them my confidence. 
I am a great believer in such a policy. 
My course was dictated by necessity. I 
confess to having had misgivings, but I 
haven't any now. 

It is a mistaken idea to believe that 
others cannot do what we do, especially in 
detail matters. Usually they cannot, be- 
cause they have been told they cannot and 
have never been allowed to work things 
out for themselves. There is just as much 
brains at the bottom in such matters as 
at the top. 


In passing it is interesting to note that 
this policy of teaching men to detail respon- 
sibility to others has in numerous cases 
proved its value. Not so very long ago one 
of the company’s general agents in Wiscon- 
sin died. His cashier, who was in his 
confidence and had been taught to assume 
responsibility, ran the office for many 
months until another general agent could 
be appointed. The business from the ter- 
ritory not only held up under the young 
lady’s management, but actually showed an 
increase. In fact, the company got a bet- 
ter new business during the period of her 
management than they did at any time dur- 
ing the life time of the former general 
agent. 

Like all others who deal with salesmen, 
Mr. Drew is troubled with salesmen who 
get the idea that they ought to have a big- 
ger outlet for their abilities. They are just 
like the poet, who feels because he has made 
a hit in his own home town, that his for- 
tune would be made if only he could get to 
New York. He can’t see the other side 
of it—that ..ew York is full of small-town 
poets who are starving to death. Making 
men realize that their real opportunity lies 
right in their own front yard is not an 
easy task. Here is how Mr. Drew handled 
one such case: 


My dear Mr. Brown: 


I was giad to receive your letter of the 
10th instant. I of course knew that you 
were in service last year and did not there- 
fore expect you to make a record in life 
insurance. I note with pleasure that you 
have built an identity as the leading insur- 
ance man of Manchester. In answer to 
your question as to the next step I have 
no hesitation in saying that it is to capi- 
talize your reputation. You have by no 
means exhausted the possibilities of Man- 
chester and Green Lake county. I have 
no hesitation in recommending that you 
continue where you are and rear a fine 
superstructure on the foundation you have 
laid in the confidence of the public. 

Some ten months ago I entertained here 
at the Home Office a man by the name of 
Ralph Kane of Spencer, Oklahoma. When 
it was first suggested to him that he 
enter our work he said that possibly $25,- 
000 of insurance could be written in Spen- 
cer, which would exhaust its possibilities, 
but as a part time man he wrote $50,000 
the first year and has been increasing his 
production every year since, and Spencer 
is no such town as Manchester. 
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I also have to recommend that you get 
an understudy or two and train them up 
so that when you have grown into Gen- 
eral Agency timber there will be some- 
body to take up your work in Manchester. 
You could not demonstrate your capacity 
for leadership better than by building a 
District Agency of consequence. 

* s . . 


I take no exceptions to your ambitions. 
On the contrary I applaud them, but you 
would have to have a record for accom- 
plishment superior to the one you have 
made to justify our putting you on the 
list of eligibles for General Agencies. I 
would have to know that you had abili- 
ties as an organizer and had a modest 
amount of capital as well. Of course, you 
may already have capital, but if not I 
doubt not you can by due diligence and 
proper prudence accumulate a comforta- 
ble sum with which to finance a General 
Agency, if in the course of time you have 
measured up to one and the opportunity 
presents itself for us to advance you. 

While there will never come a_ time 
when we will not need men with mana- 
gerial qualifications, may I not suggest 
that there are many men in our service 
who would not take a General Agency if 
it were offered to them, for they prefer 
the freedom which attaches to personal 
writing, and it would not surprise me, 
therefore, if you, too, fell in love with the 
work and abandoned your present ambi- 
tions. You have presumably covered the 
worst of the way and your road should be 
a much easier one to travel henceforth. 

When I was your age I was just as im- 
patient as a man well could be to show 
progress and made some foolish moves in 
an effort to grow too fast. I am prompted 
by my mistakes to warn you against re- 
peating them. You are very young and 
can afford to bide your time. Opportuni- 
ties always come to men who make them, 
and you have only just begun to show 
what is really in you. Keep up the good 
work and you can command the homage 
of the Company and your fellows. 


Very truly yours, 


Like many others, Mr. Drew is a great 
believer in teaching by indirect example. 
In this way he “gets over” ideas without 
any flareback. A certain district agent, for 
example, let his ambition get the better of 
his discretion. He wired Mr. Drew as fol- 
lows: 

“The year is finished, completing six 
years’ service May 1st. You know me and 
my record. If worthy, the eagerly expected 
and long anticipated promotion would be 
most welcome.” 

Now, of course, when a man wires you in 
that tenor it calls for delicate handling. An 
abrupt reply might spoil a man of real gen- 
eral agency timber. It would certainly take 
the heart out of the man, with the result 
that the business from his territory would 
suffer. At the same time it is unwise to 
permit a salesman to force your hand by 
any such tactics, however good a business 
producer he may be. What would you write 
the man under the circumstances? Would 
you acknowledge the wire, and assure him 
that he is in line for the first general agency 
that becomes open, and thus temporarily 
satisfy him, or would you say in effect: 
“IT am running this business. If you think 
that you can make more money somewhere 
else, you know what you can do”? Mr. 
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Drew did neither, yet accomplished both 


purposes. His letter follows: 


Dear Mr. Jones: 


I thought I knew you, as well as your 
record. Your message leads me to be- 
lieve, however, that I don’t know you quite 
as well as I thought. When you left here 
I was under the impression that you had 
accepted my view of the outlook and were 
content to patiently await your opportu- 
nity with us for promotion. On the occa- 
sion of your visit to the Home Office I 
thought I made it entirely clear to you 
that there were two highways open to 
success with us—one as a personal writer 
and one as a General Agent—and that 
therefore a man who, like yourself, was 
successful as a personal writer, but who 
had as an ultimate aim the assumption 
of managerial responsibilities, could af- 
ford to await his opportunity. There was 
certainly nothing in what I said or in 
what Mr. Wales said, that would lead you 
to believe we would create an opportunity 
for you at any particular time., 


One of our General Agents was here on 
the 2nd instant, and endeavored to se- 
cure an extension of his field by trading 
on the offer of another company. We 
firmly declined to negotiate with him so 
long as he had the other offer under con- 
sideration. He has achieved remarkable 
results with us, both in quantity and qual- 
ity of business produced, and has accumu- 
lated a snug fortune in the process, His 
acquisitiveness, however, has several 
times got the better of his loyalty, which 
has burned intense at times and flickered 
at others. I consequently told him that I 
had grown a bit weary of his keeping me 
on the griddle with respect to the future 
of his Agency, and now knew exactly the 
man who could fill his shoes. I had you 
in mind, and it was an Agency that would 
have paid you handsomely, being almost 
precisely the equivalent of the Missouri 
Agency, both in revenue and outstanding 
business. Moreover, it is the dominant 
Agency in that field. I mention this to 
show you that I would not hesitate to 
give you a good thing if the opportunity 
offered, and also to convince you that your 
opportunity is likely to occur at any time; 
and that you can therefore afford to stay 
where your heart is and where you can do 
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Chicago Sales Managers’ 
Association Elections 


C. C. Barth, general sales manager of 
the Rehm Hardware Company, has been 
nominated president of the Chicago Sales 
Managers’ Association. He served as 
secretary during the 1918-19 term. Other 
nominations on the club ticket are A. E. 
Hornisher, Scott Paper Company, first 
vice-president; J. C. Aspley, The Dartnell 
Corporation, second vice-president; M. 
E. Nickerson, The Celluloid Company, 
secretary; C. J. Jackson, Jenkins Broth- 
ers, treasurer. For directors: H. G. 
Grosse, American Ironing Machine Co.; 
J. H. Sandeil, Comstock Castle Stove 
Co.; George A. Eastwood, Armour & 
Co.; G. M. Ludlow, Moneyweight Scale 
Co.; A. J. Coleman, E. M. Railton, Bar- 
rett Manufacturing Co.; H. I. Gilloghy, 
Baker-Vawter Co. 
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How We Make Our Sales Contests Pay 


By E. B. Field 


Sales Department, Burroughs Adding Machine Co., Detroit. 


With the approach of summer and the growing need for greater sales volume interest is beginning 
to swing back to sales contests and other forced draft sales methods. 
success in staging contests than the Burroughs Adding Machine Company. You may find it helpful to 
learn something of their methods of handling them. 


The Burroughs Adding Machine Com- 
pany is a great believer in sales contests 
for promoting the sale of their product 
and keeping the salesmen keyed up to the 
highest point of production. There are 
usually several contests going on all the 
time. 

In the first place, we have what is 
known as the Directors’ Cup Contest. 
This is a contest among agencies for a 
large silver trophy which is awarded 
each year to the agency showing the 
greatest efficiency in sales, service, col- 
lections, advertising and office co-opera- 
tion. Last year this contest consisted of 
fourteen separate tests on which various 
points were awarded. The agency secur- 
ing the highest average rating is awarded 
the cup each year at the annual dinner 
given to the agency managers at the 
close of the annual Agency Managers’ 
convention. 

So far, no one agency has won this 
cup more than once. The conditions of 
the contest call for the cup to be awarded 
permanently to the agency which suc- 
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ceeds in placing its name upon the cup 
three times—not necessarily in succes- 
sion. 

We have an organization known as the 
All-Star Club. This is composed of 
salesmen in our organization to whom 
quotas are assigned and who have charge 
of a territory. In order to become a 
member of the All-Star Club a salesman 
must maintain an average selling record 
of one hundred twenty-five per cent of 
his quota for six months. He then auto- 
matically becomes a member of the All- 
Star Club. The president of this club 
is selected from among the membership. 
The member securing the highest per- 
centage of quota for each quarter of the 
year becomes the president of the club 
for the next quarter. He gets his name 
engraved upon the All-Star presidents’ 
cup, which he holds until another presi- 
dent is elected by reason of his sales 
record. Every time a salesman becomes 
president he gets his name engraved 
upon the cup and if he succeeds in plac- 
ing his name upon it three times—not 
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necessarily in succession, but three times 
during the period in which the cup is 
up for contest—he becomes the perma- 
nent owner of the cup. 

We have just closed a very successful 
prize contest which was held during the 
months of January and February. This 
contest was staged primarily to promote 
the sale of machines during the two 
months of the year when sales are usu- 
ally rather light. It was also started 
with the idea of overcoming any sales 
resistance which might be occasioned by 
the signing of the armistice and the so- 
called business depression which natu- 
rally resulted. It put the company over 
the quota mark during the two months 
in which the contest was in progress. 

To stimulate interest in the contest 
and to keep the boys on their toes dur- 
ing these two months we ran cartoons 
in “The Bulletin.” The company was 
just completing a new convention hall, 
which is on top of the new five-story 
building which we have just erected. The 
convention hall was being rushed to com- 
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Every Brick in the New Burroughs Convention Hall Represents a Sale—The Sales District that First Completed Building 


Its Section Won the Prize Money 
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pletion during the two months in which 
the contest was in progress. We there- 
fore thought it a good idea to feature 
the contest as a sales-building contest, 
the sales being the bricks which were 
used in building the convention hall in 
which the agency managers would meet 
in their annual convention the first week 
in March. Each district (and this year 
ve had six in the United States and one 
in Canada, making seven in all) was as- 
signed a section of the convention hall 
to build, and a Bulletin was issued each 
week showing the progress made on the 
hall, the two leading agency managers 
in each district being featured each time. 

The fact that our December sales fell 
one per cent below quota during the 
month of December—which is usually 
conceded to be one of our best months, 
and therefore carries the highest quota 
of any month—led us to believe that 
unless we started something in the way 
of a contest, January—and probably Feb- 
ruary—-would also fall down and fail to 
produce one hundred per cent of quota. 
The contest stimulated sales to such an 
extent that the company made one hun- 
dred two per cent of quota in January 
and one hundred twenty-six per cent 
of quota in February, and showed a nice 
increase in sales as compared with Janu- 
ary and February of last year—which 
was the biggest year in the history of 
the company. 

We have held many other contests in 
the past with splendid results. Some of 
these have been discontinued, as our or- 
ganization has grown to such an extent 
that it became impossible to carry on the 
contests without going to a great deal of 
trouble and cxpense, more than the re- 
sults justified. 

Turkeys for the Salesmen 

There was one contest which was car- 
ried on for years in the month of No- 
vember. Every salesman who secured 
his November quota by the fifteenth of 
the month was presented with a turkey. 
This was called our turkey contest. Of 
course, we didn’t send a real turkey to 
the salesman who won the prizes. It 
was only a papier mache affair with a 
five-dollar gold piece in it. In those 
days, of course, you could buy a turkey 
for five dollars, while today you couldn’t 


get much more than the turkey’s wing 
for that price. 
Another contest which was very suc- 


cessful in the past years and which has 
been discontinued was the three-months 
prize contest held during the months of 
October, November and December of 
each year. These prizes took the form 
of presents of various useful articles of 
merchandise, et cetera. A prize cata- 
logue was published, showing halftones 
of the various prizes and the number of 
credits necessary to win them. The last 
contest was held during the last three 
months of the year 1917. Credits were 
awarded to the salesmen for obtaining a 
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certain percentage of quota, which per- 
centage increased. There were also prizes 
for the branch office managers and other 
members of the branch office organiza- 
tion as a reward for consistent co-oper- 
ation. 

While this is a very good idea for a 
small organization, the size of our organ- 
ization during 1917 was really too large 
to warrant our holding such a prize con- 
test. In the first place, it took a great 
deal of time and trouble to prepare the 
catalogue; then it meant keeping a spe- 
cial set of records for each salesman to 
determine the number of credits to which 
he was entitled. However, it was un- 
doubtedly instrumental in helping the 
company to secure the largest three 
months’ business ever done by the sales 
force up to that date. 


Let 


Graphics 
Help 


You Change From War to Peace 


New problems confront the executive daily in the re- 
from production pressure to sales 
Business Graphics furnishes the close con- 


adjustment back 
opportunity. 
trol necessary in such times. 


EDEXCO MECHANICAL GRAPHS 


are new and simple types of control boards that make it easy 


The districts into which we divide the 
country frequently have contests of their 
own which are often very unique and 
produce some splendid results. While 
the company did not stage any special 
contests last year, practically all of the 
districts put on a special drive for busi- 
ness during the summer and fall months 
by holding contests of some sort. For 
instance: District One, which is our 
Eastern District, with headquarters in 
New York City, held a very successful 
contest during the summer months of 
June, July and August. This was known 
as District One Shipbuilding Contest. 
It was a very timely contest, due to the 
fact that the country was just at that 
time making a strenuous effort to build 
more ships, and the shipbuilding activi- 
(Continued on Page 150) 
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executive to picture quotas and results in large or small businesses. A 


few minutes a day for all 


necessary 


changes and either production or 


sales facts are revealed in their true relationship. 


Mechanical Bar Chart 


Bars are movable ribbons, has 
regulated day-by-day to 
show sales as compared to 
quota, relative standing of 
men or other comparisons. 


ribbons of 
colors for 
related 
comparison. 


Composite Bar Chart 


movable, 
three or more 
showing several 
items 


The Remindograph 


overlapping will 


chart any business 
problem—Selling, Manufac- = 
turing, Administrative—yet = 
for quick it is so simple that any = 

clerk can run it. = 


= SEND TODAY FOR FREE BOOKLET ILLUSTRATED IN COLOR = 


EDEXCO GLASS HEAD MAP PINS 


= WILL NOT PEEL OR CHIP 


: Solid glass heads. 
= 2 sizes—16 colors. 


Steel points. Z 
Color runs all the way through. = 


Stay where you put them. 


Sales Maps Plotting Papers Map Mount 
= Entire U. S. or for Charts to EDEXCO . special = 
= separate states or Show sales,costs, corkboard for wall = 

; profits, produc- maps. Any size 
by counties. Con- tion, and other any width. State 
venient sizes. vital statistics. size and ask price. 


Send 50c stamps or coin for big sample package = 


containing Map Pins, 


EDEXCO Map Mount, 


alone sent free if desired. 


= EDUCATIONAL EXHIBITION CO. 
534 Custom House St. 
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and other Map Marking Devices, 
Charting Papers, 
Catalog of Supplies for m aking Graphic Records. 
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sample 
Curve Cards, and 
Catalog 


Providence, R. I. 
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The Export Experiences of “The Aluminum 


Products Co.” 


In which the vice-president unfolds his plans for starting an Export Department 


By H. Lad Landau 


General Sales Manager, Rownson, Drew and Clydesdale, Inc.. New York 


In these articles Mr. Landau intends to set forth, in story form, some of the most important 


points to be considered in organizing for export business. 


He writes out of a full and successful ex- 


perience in promoting export sales, not only with his present company but while in charge of sales for 
the W. J. Crouch Company prior to the consolidation. 


As an aftermath to the Chairman’s 
closing remarks at the annual conven- 
tion of the Sales Staff of the Aluminum 
Products Company considerable discus- 
sion was expected. H. Walton Byrnes, 
Second Vice-President of the corpora- 
tion, had taken advantage of the occa- 
sion to urge upon his audience the ne- 
cessity of giving the subject of creating 
an Export Department the thought and 
consideration it deserved. 

The following day Mr. Byrnes was 
not surprised to receive from his sales 
sections heads intimation that they 
would appreciate an audience to discuss 
the subject matter touched on during 
the previous evening. “First of all,” 
commenced Mr. Byrnes, “there is no 
reason why the use of our firm’s manu- 
factured products should be limited to 
American consumers. I am free to say 
that we have been successful in all 
parts of the United States and the credit 
is due to you three gentlemen for intro- 
ducing our goods in your territories.” 


Fitting the Product to Market 


“If I may be permitted,” said Mr. 
Inman, head of the Pacific Department, 
“T would like to inquire as to whether 
we are certain that our products would 
be adaptable to the requirements of for- 
eigners?” 

“That fact will have to be determined,” 
retorted Mr. Byrnes. ‘We of course 
have ready access to the consular re- 
ports of the Department of Commerce 
and it is my purpose to communicate 
with Washington at the first opportunity 
to get the desired information. I might 
also add that if my investigation devel- 
ops that they do not, I propose to go 
further into the matter and see whether 
the cost of making our goods conform 
to foreign ideas will permit our engaging 
in the venture.” 

“No doubt exists in my mind,” said 
Mr. Bradley, of the New England De- 
partment, “as to the merits of the ex- 
port business, and I do not see why our 
goods should not satisfy customers 


abroad. I understand that American 
goods are winning favor in all parts of 
the world today, and our goods are up 


to standard. I am very much in favor 
of expanding along these lines.” 

“The necessity is apparent,” said Mr. 
Byrnes. “The up-to-date house, to my 
mind, must prepare to take quick action 
and create a department to extend oper- 
ations into foreign fields. Certainly am- 
bitions in foreign countries should not 
interfere with our efforts at home.” 

“Have you considered the question of 
the attending cost to inaugurate this 
new business?” inquired Mr. Inman. 

“IT believe,” replied Mr. Byrnes, “that 
the investment will be very small and 
well worth the outlay, considering the 
highly remunerative returns expected. 
It is a certainty that activities naturally 
enlarged—in a territory unlimited in 
scope—will reflect favorably in the total 
maintenance and operation costs of our 
plant. Our administration and general 
overhead expense will not be increased. 
Our advertising campaign will have to 
be so constructed as to better meet for- 
eign ideas. Cable expenses will be 
taken care of in the selling price, also 
necessary commissions to agents, as will 
all other incidental expenses, such as 
drayage, custom house declarations, con- 
sular papers, etc. Besides, increased 
operations tend to decrease average pro- 
duction and selling costs. 


Side Lights on Export Situation 


“IT should think,” said Mr. Bradley, 
“that the house not interested in reduc- 
ing the costs of its production in this 
new form of doing business at home 
and abroad will not be considered seri- 
ously as a competitor with the firm 
which is taking advantage of the pres- 
ent international state of business af- 
fairs.” 

“T take it that you are very much in 
favor of the proposition, Mr. Bradley,” 
asked Mr. Byrnes. 

“T had given the matter much thought 
even before you spoke of it last night,” 
replied Mr. Bradley. “Consider for a 
moment, gentlemen, the noticeable ab- 
sence of the manufacturing industry of 
our immediate neighbors to the south of 
us. Both Central and South America 
depend entirely upon the outside world 
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for the manufactured articles used in 
every-day life. For some years to come 
those countries will be absorbed in ag- 
ricultural pursuits. In a somewhat less 
degree the same thing can perhaps be 
said of the Far East. I have read where 
the geisha girls are wearing American- 
made corsets, that the King of Siam 
holds up his hose with Boston garters, 
Japan writes us letters on our make of 
typewriters. Tons of chocolates have 
been shipped from here to the Philip- 
pines. American hardware items, too 
numerous to mention, are in tremendous 
demand throughout the islands of the 
Dutch East Indies. I have read of 
many other actual instances. Take In- 
gersoll watches, Gillette safety razors 
and Waterman fountain pens. They 
are used all over the world.” 

“Mr. Bradley is fully in accord with 
my ideas,” said Mr. Byrnes, “but I 
would not have him misunderstood in 
the opinion that foreign business will 
be handed to us on a silver platter 


European Competition 


There will be much competition when 
Europe becomes disentangled from its 
present chaotic condition. European 
merchants have always manifested con- 
siderable interest in supplying the 
world’s wants. But this only confirms 
the belief that foreign business must be 
well worth going after. The result of 
European energy in pre-war times cre- 
ated a situation whereby in catering to 
the demands of customers abroad the 
whole purchasing power of the world 
continually contributed to the wealth of 
a few European nations. Gold from all 
quarters of the earth was everlastingly 
flowing into the coffers of London, Tari 
and Berlin. The great war, however, 
has altered conditions materially. To- 
day, gentlemen, the balance is in favor 
of America. But tomorrow is immedi- 
ately ahead of us. We must be up and 
doing if we intend to take advantage of 
a profit by the trend of affairs.” 

“We had better not allow ourselves 
to be deceived about competition,” in- 
terposed Mr. Inman. “From the infor- 
mation I have, Great Britain will no 


doubt control many of the essentials of 
manufacture in various parts of the Em- 
pire; on the other hand, it is intimated 
that Japan is even now making strenu- 
ous efforts to control the Pacific trade.” 

“But remember our geographical po- 


sition,’ remarked Mr. Damon, of the 
Central Department. ‘We are afforded 
a position of serving customers from 
both sides, and if we go after this new 
business in a systematic manner 

“It is my intention to put this new 
department in the hands of an experi- 
enced man,” broke in Mr. Byrnes. “I 
consider that the greatest opportunity 
this company ever had is to extend its 
business into foreign fields. We are 
equipped to compete with Europe’s 
products. I want to make the best of 
this opportunity by getting a man actu- 
ally trained in export work; one familiar 
with the characteristics, tastes and foi- 
bles of the peoples of the countries with 
whom we might be interested in doing 
business. I want a man with some ex- 
ecutive capacity to head this depart- 
ment, but whose ability is chiefly re- 
flected in selling. A section of our of- 


fice building would be allotted to his 
department—for bookkeeping purposes 
a small rental would be charged. I 


would not expect to burden this depart- 
ment in its infancy with contributing to 
the administrative expense. It was my 
idea to arrange a graduating scale to 
cover, say, the first two years. Office 
help, postage and other _ incidentals 
would easily be absorbed by the export 
department. I am of the opinion that 
the percentage of profit even at the end 
of the first year—with the proper man- 
agement I have in mind—would warrant 
not uninterrupted continuation, 
but a desire to extend operations in 
countries as yet not covered.” 
Considered 

“Perhaps it would be well,” remarked 
Mr. Inman, “to begin this experiment 
on a small Personally I believe 
idea to use this 
a sort of safety valve 
overflow of our manu- 
factured products, and 6 

“T wholly disagree with Mr. Inman,” 

d Mr. B “T am sure that 

purpose at all. It is 
to assume that after our ar- 
introduced and 
becomes acquainted with 
usefulness, that the 
continue—even increase 
encouraged. To my mind, 


only an 


Something to Be 


scale. 
it would be a splendid 
means to act as 


to care for the 


interpos radley. 


1 


will not serve the 
are successfully 
the consumer 


their qualities and 


hould 


if pri t erly 


one of the essentials in building up for- 
eign busine is that of creating confi- 
dence. If a customer finds that his 
source of supply is susceptible to being 
suddenly cut off, and cannot be relied 
upon, he will become quickly disin- 


terested.” 


“T am fully impressed with the neces- 


sity of embarking in the export busi- 
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ness in a permanent way only,” said 
Mr. Byrnes. “If it is to become a sub- 
stantial branch of our business there is 
no reason why it should not assume its 
important position and _ responsibilities 
at once. I consider limited operations 
expensive.” 

“Have you considered the advantages 
of opening branch offices?” inquired Mr, 
Bradley. 

“For the present, no,” responded Mr, 
Byrnes. “The expense attached to such 
an undertaking would be very heavy, and 
the financial risk too great. Nor do I 
feel disposed to entrusting the introduc- 
tion of our goods abroad to foreign 
agencies. I have known too many cases 


where agencies abroad were too inter- 
ested in their commissions oftentimes to 
the disadvantage of customers and to the 
detriment of the exporter.” 

“My understanding of the export busi- 
ness,” said Mr. Inman, “is that foreign 
merchants always clamor for credit ar- 


rangements. Have you considered the 
element of risk involved, Mr. Byrnes?” 
“The risk will depend upon our meth- 
ods of conducting the business,” replied 
Mr. Byrnes. “It is true that Europe be- 
fore the war was profuse in extending 
flexible credit arrangements. I argue 
that our ideas also can be elastic—but 
with prudence. Our credit department 
(Continued on Page 148) 
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3000 of America’s 


Successful Concerns 
find it easy when using MAKING LETTERS 
PAY SYSTEM to make their letters as good 
as their product. 

Mr. A. G. Hall, a user of this system, sent 
out a letter which cost only $94.60 and it 
pulled $45,670 in new business. 

Let us send you the first (500 ideas) of 
this yearly service for ten days’ free use. 
us show you how your letters can be gone over 
and improved. 
our system can be fitted to your individual 
problems—keep the system and I'll send new 
ideas every month. 
parcel post. 

Until you’ve investigated you don’t know the 
this 


price is one of its features. 


 patetanteeteeestatonteatetentententetententestenentententententantataniaatetentaten 


Let 


Then if you’re satisfied that 


Otherwise just return it 
Remember—no sale unless you're 


And the reasonable 
Use the coupon. 


system. 


Aeolian Company Fel . 
ecviaae Seance ae Cameaianias 1 MAKING LETTERS PAY SYSTEM, Inc., ! 
Goodyear Tire & Rubber Co. | 222 West 42d Street, NEW YORK. I 
Beckton Dickinson Co 
Monroe Calculating Mch. Co. I We should like to learn more about your MAKING LET- ! 
Bush Terminal Co. | TERS PAY SYSTEM. Send us the first installment on | 
Dalton Adding Mch. Co. | ten days’ trial with complete details how to use the sysiem, 3 
Textile World Journal what the rest of the service includes, etc. We will e: ner § 
Berkey & Gay Furniture Co. | return all data to you prepaid at the end of the examination | 
Valentine & Ca | period or enter our subscription to your whole year’s service l 
Corliss Coon & Co. including twelve additional supplements. i 
| U. S. Gypsum Co. | i 
| R. H. Ingersoll & Bros. : ons 
| Kellogg Toasted Corn Flake Co. l Name rT rcrerirererc. Te Creer ee Position eoeecersccece | 
Henry Sonneborn Company 1 
Ingersoll Rand Co | ns Sige ara ele Wigs Bike eae ee OS ON REGS WAeee eee ee | 
Remington Typewriter Co. | | 
Chicago University nO ee Se. ee eee Se eee 
Crocker Wheeler Co. | iis Bre ote ne rg ne ee a are i 
Calumet Baking Powder Co. is | 
Jeffrey Mfg. Co. Gees i pind eee wanes ewene Rees State... seeeeeee 8 
RE ee ee ne 


—_ 


Two Letters—One Pulled, the Other Didn’t 


By Edgar W. Jordan 


Mr. Jordan is widely known as a sales letter writer of great ability. He has the distinction of hav- 
ing produced a series of letters which brought in one million dollars worth of business in less than a 
month. Louis Victor Eytinge, said of Jordan in Caxton Magazine: “The most effective letter I have 
ver studied was written by Edgar W. Jordan, one of the ablest business letter writers in the country.” 
When you have studied these two letters, tell us why you think one pulled and the other didn’t. 


After sixteen years of intensive busi- most inexact of the imexact sciences. in an admirable manner. The other 
ness letter writing, during which time [It’s a matter of trial-and-error every fell down in just as complete a man- 
I often cajoled myself with the assur- inch of the way. ner. I’m going to try and tell you why 
ance that I had the secret of the whole And the worst of it all is that I feel 1 think they performed as they did. And 
thing—tail-hold and a down-hill drag—I I am about to prove this to you in one’ I know, right now, before | begin, that 
am forced to the conclusion that the of the surest ways. And it’s the usual Il’m going to fail. 
getting of business by means of the way. I’m going to submit two letters. It might be well to say that these 
written word belongs to one of the One of them “brought home the bacon” letters were used by the Edgar A. Mur 


My Dear Sir: 
Each cockroach upon your premises — 
Is there with your full permission. 


I undertake to prove this to you if you 
will give two minutes to the reading of this letter. 


I will rid your premises of every last 
trace of roaches without one penny of your money being 
produced. I mean every syllable of that statement. I 
can’t make it too strong. So, 1am going to repeat it and 
emphasize it. 

Tell me how many floors are in your 
hospital and what size they are. 


I’ll send you enough of Murray’s Roach 
DOOM to exterminate every roach. And they’ll stay 
exterminated for one year by Shrewsbury clock—ONE 
YEAR. 


YOU SEND NO MONEY, remember. 
I stake Murray’s DOOM against your roaches. When 
they’re gone, to your satisfaction, then you can remit 
the small amount we ask. Are you willing? 


Now let me tell you what Murray’s 
Roach DOOM is. 


It’s a powder that is not poisonous. It 
is practically odorless. 


It is distributed, first, by means of the 
Murray powder ‘‘gun’”’ which a 10-year-old child can use. 
Get it to where the roaches are. Then the fun begins. 


Roaches can’t keep away from this 
powder. They loveit. But the minute they touch it 
they actually go crazy. They race through every nook 
and cranny of their hiding-places. They carry it with 
them. They distribute it where no human agency could 
reach. The young roaches, which very rarely appear in 
public, come in contact with the DOOM. And they’re 

one. 
The strength of Murray’s DOOM does 
not abate for one year. As the eggs, which are deposited 
in the ranways, hatch out the young encounter the 
DOOM. And they’re gone. 

And I prove all these things to you by 
standing behind my 21-year-old guarantee of ‘‘NO 
RIDDANCE, NO PAY’’. 

You send me no money until the 
roaches are gone. 


I’m even enclosing a Special Trial Offer 
Slip which lets you in on a special price when you DO 
remit, because you WILL—it never misses. 
If you can frame a fairer offer than that 
I’ll gladly sign it—but, remember, you’ re responsible for 
the presence of roaches on your premises after this. 
Yours very sincerely, 


Tuts Letter PuLtep 17% OrbeErsS 


My Dear Sir: 

I know just how you feel about the 
cockroach business 

I’ve talked with too many hospital 
superintendents not to know. 

And, always, after I’ve chatted with 
each and every one, I’ve asked myself this one question: 
‘‘Why do they have even one roach about the place at 
any time?’”’ 

And that’s SOME question. 

Nine-hundred-and-ninety-nine men 
and women out of every thousand believe that roaches 
are something that can not be PREVENTED. That they 
“Just come’’. And that’sall wrong. I’ll prcve it to you. 


I’ll wager my word and my money 
against your roaches that you needn’t have a roach upon 
your place AT ALL. Here’s the truth of the whole 
matter. 

Murray’s Roach DOOM will positively 
killthem. I put my money behind that statement, 
because I’ll send you the DOOM without a penny of 
money down—for you to try it. And you remit nothing 
until they’re gone, root and branch, to your satisfaction. 


Allright. That’s settled. 

Now I'll tell you why they won’t come 
back for one year. That is, to stay. Because you can’t 
prevent roaches being brought in in goods and linens, 
etc. 

The roaches themselves, during the 


process of exterminating them by means of the simple 
directions we furnish, distribute the DOOM all through 


their runways. 


ALL THAT IS NECESSARY, IN ORDER 
TO MAKE DOUBLY SURE, IS TO “‘SHOOT’’ A LITTLE 
OF THE DOOM AROUND THE LIKELY PLACES ABOUT 
FOUR TIMES A YEAR AND YOU’LL BE FREE FROM 
THE PESTS. And that’s as sure as dirt and death and 
taxes. 


I don’t want you fo lose sight of this 
big feature—I can’t make it too strong —-YOU SEND NO 
MONEY until you’re satisfied 

Behind you, every minute, stands the 
24-year-old Murray guarantee ‘‘NO RIDDANCE, NO 
PAY. 

Are you willing to put your roaches 
against my DOOM? 

If you are, just sign the Special Trial 
Offer Slip which is enclosed and which lets you in ona 
special price when you do pay. I know you'll remit 
they always do. They’re always satisfied. Do it now. 

Yours very sincerely, 


Tuis One Putten But 3%—Wuy? 


ray Company, Detroit, Michigan. This 
concern manufactures a line that is most 
difficult to sell by mail—vermin extermi- 
tors—yet for 24 years this has been 
done, and with an ever-increasing busi- 
ness resulting. 

I submit that I should know something 
about the problems of this company— 
that I should know something about the 
letters which follow, because I con- 
ceived and wrote them. Whether I do 
or not remains to be seen. 

Letter No. 1 was the first of a series 
used on the superintendents of hospitals 
throughout the country. 

Now, what made letter No. 1 pay? 
Because it DID pay. It brought in 17% 
of orders on a mailing list of 1,500. 

There isn’t one claim made in it that 
hasn’t been made in every Murray Roach 
DOOM letter for two decades. Not a 
feature is covered that hasn’t been cov- 
ered before—twice a year. 

Letter No. 2, the third letter in the 
series, fell flatter than a pancake. That 
letter didn’t pull 3%. And it requires 
7% to “break even.” I’ll tell you, briefly, 
what I think is the matter—why the first 
pulled and the next one submitted failed 
so lamentably. In my own mind I’m 
firmly convinced that the merit of the 
first-quoted letter lies in the manner of 
presenting the vital proposition con- 
tained in the first three statements. 

And, in my own mind, I’m just as 
firmly convinced that 90 per cent of the 
efficacy of that proposition is contained 
in the third statement, which begins, “T’ll 
rid your premises,” etc. That third 
statement is the boiled-down essence of 
the whole matter. 

And, by the same process of reason- 
ing, I arrive at the conclusion that the 
failure of the second letter to bring 
home the bacon is because of the dila- 
toriness of the presentation of that 
aforementioned vital portion. 

What other conclusion is there for 
us to arrive at? 

The same facts are set forth in both 
letters. The same ground is covered. 
The same object is sought in practically 
the same way. There is no room for ar- 
gument there. Yet, the cold, uncompro- 
mising verdict of the little three-by-five 
cards that contain the returns statistics 
show that “manner of presentation” cuts 
quite a considerable figure. 

I frankly admit that “I’m up a stump” 
when it comes to fastening down to a 
hard-and-fast conclusion, and the longer 
I live the less compunction I feel about 
making such an admission. 

If I could render an infallible analysis 
of a piece of selling literature I would 
not be writing it. I’d charge one mil- 
lion dollars a minute for my services 
and I’d have a line of ranting clients a 
mile long waiting to get to me. 


Sales Management 


New Sales Managers 
Organization 


The sales managers of Lincoln, Ne- 
braska, have organized a sales managers’ 
club. Membership is limited to sales 
managers, sales executives and those in 
active charge of salesmen, representing 
jobbing, manufacturing and similar or- 
ganizations. 

The plan is to confine the program of 
each meeting strictly to practical topics 
of interest to those engaged in handling 
and directing salesmen. 


The National Cash Register Company 
announces excellent results from the 
personal letters which its Merchants’ 
Service department sends to names of 
prospects reported by the salesmen. The 
letters are written on specially illus- 


trated letterheads, and are mailed at in- 
tervals of five days. Carbon copies of 
each letter are sent to the salesmen when 
the letter is mailed. The letters bear 
down c1 weaknesses in the prospects’ 
present system of handling cash, each 
letter discussing one specific weakness. 


Airships for Salesmen 


Herrod’s Stores Ltd. of London, Eng- 
land, claim the distinction of being the 
first concern to use aeroplanes for their 
sales representative. The salesman left 
London at 11:20 a. m., and was doing 
business in Brussels, Belgium, at 4 
o’clock the same day. The distance tra- 
versed was 240 miles. To make the trip 
by train and boat would require some- 
thing like thirty-six hours. 


given to him right. 


to make some for you. 


Telephone Fort Hill 4690 


Does He “Pass It Up”? 


Do your salesmen ignore the good advice 
you send out in your sales bulletins? 


The average man shies away from moraliz- 
ing and advice, but he’ll accept both if they are 


Try to grin it across! A story-telling “ding- 
bat” cartoon will catch his attention and interest 
and give your copy a chance to “register.” 


I make the “dingbat” cartoons. I would like 


JOHN G. BLISS 


10 High Street, Boston, Mass. 
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When the “Show Me” Buyer Needs to Be Shown 


By Philip S. Salisbury 


Sales Promotion Manager, Robt. H. Ingersoll & Bro., New York. 


“We have found from experience,” writes Mr. Salisbury in sending us this story, “that salesmen 
generalize far too much in their sales talks, instead of getting down to local problems and conditions 


which are what most buyers are interested in. 


Your readers may be helped by learning how our sales- 


men localize their sales talks so as to penetrate the “hide” of even the most indifferent buyers. 


“Play up our advertising to every 
buyer.” Salesman Jones had received 
these instructions from his sales manager 
and he proceeded to carry out orders. 
Jones was an old-timer in salesmanship, 
had passed through the stages of (1) 
fear that advertising was his natural en- 
emy and would throw him out of his 
job if successful; (2) disbelief in adver- 
tising because it did not produce an over- 
whelming avalanche of orders ten sec- 
onds after the magazines were distrib- 
uted; and (3) belief that advertising after 
all was his friend and a clear running 
stream that slowly but surely moved the 
goods from the factory warehouse into 
the hands of satisfied customers. 

So when he received the letter from the 
house outlining the comprehensive na- 
tion-wide campaign in mediums of all 
kinds he forthwith stuck some ad proofs 
in his grip, cranked up the “bus” and 
whizzed out to the little city of Frank- 
lin to get the fat order he felt sure would 
be forthcoming from Bancroft, the drug- 
gist. 

Three minutes after he entered the 
store he had his goods arranged out on 
the counter and had 
launched into a glow 
ing description of the 


read. So when Jones had finished talk- 
ing about the big magazine campaign 
and had branched off into the magnifi- 
cent series that were to run in the for- 
eign language newspapers, Bancroft 
said: “Now, what do you suppose I 
care how much advertising you do in 
foreign papers? Do you think that they 
are going to help me any? Why, I do 
not believe we have half a dozen foreign 
speaking men in the whole town and as 
for Vanity Fair and some of those other 
tony magazines that you are talking 
about, I will wager that if you ask the 
postmaster you will find that he never 
saw any coming into this town.” 

Jones did not know what to say. His 
orders had been to “play up” the adver- 
tising. The how was immaterial. What 
the house wanted was results and he had 
set about to get them. 

He got an order from Mr. Bancroft, 
but it was less than half the size he had 
aimed for. And as he sped along the 
country road meditating about the power 
of advertising and the inability of fool 
country merchants to get enthusiastic 
over it the thought finally percolated into 


(APOLOGIES TO CLARE BRIGGS) 


his mind that at the last store Bancroft 
had been the salesman—not Jones. 

“I wonder if there is anything in what 
he said about talking to the postmaster?” 
he pondered. “Probably not, but just the 
same I will try it in Dayton.” The post- 
master proved to be very obliging and 
in fifteen minutes he had secured some 
very tangible information as to the num- 
ber of copies of various magazines that 
went through that post office. He was 
very much surprised when he found that 
five hundred copies of a certain maga- 
zine came into this town of three thou- 
sand people, but the postmaster did not 
think it at all strange, for, as he ex- 
plained, while there were only three 
thousand people in the town, there were 
over two thousand living on farms and 
small crossroads towns. 

Armed with this definite information 
as to just what effect the advertising in 
each magazine would be likely to pro- 
duce, he found it comparatively easy to 
sell good-sized orders to the three best 
dealers in Dayton and to get their prom- 
ise to use all of the selling helps he sent 

with the orders 
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him ambitious to find 
ut still more about 


advertising that the 
company was doing 
and what it would 
produce in the way | 
of sales and profits 
for Bancroft, if he 
would only give the 
goods prominence in 
his windows. 
Bancroft was a 
small-towner, but a 
very shrewd mer- 
chant. He appre- 
ciated the power of 
advertising; he was 
very glad to know 
that Jones’ company 
was progressive 
enough to invest 
some money in pub- 
licity. But at the 
same time he knew 
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HA HA Ha! some ORDER! | YOUVE GoT TO HAND IT 
GUESS THAT WILL MAKE 


| THE OLDMAN SIT UP AND 
TAKe Notice! 


GEE! 10.30 ALREADY—NEARLY NOON, 
GUESS IVE GOT AS MANY ORDERS 
THIS WEEK AS ANY BODY, 50 ILL} 


JUST CALL IT 


f 
~ 2h 4 =~ a 
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my Box! 
A) 


To ME, (mM THE Boy 
WHO CAN LAY THEM 
ON THEIR BACKS! 


~\ 


Wy, 
CA 
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A DAY! WONDER 
\F THERE 15 
—~ANY MAIL IN 
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his own town—he 
knew his customers, 
their likes and dis- 
likes, and what they 


J WELL ILL BE D---! - 

IF THAT KID JONES DIDNT GET the editor went still 
TWO ORDERS LAST WEEK 
__To MY ONE. | ALWAYS 


WouLON'T BE AT ALL the town of Brook- 
SURPRISED IF THEY OFFER! , 

ME THE NEW YoRK 
OFFICE FOR THs ! next on his route 


lyn, which was the 


oN sheet, he went to the 
post office and after 
getting information 
Bn about circulation 
a, there he dropped in 

the newspaper of- 
fice and found the 
editor very glad to 
ive him tips about 
the merchants he was 
nterested in. In fact, 


further and said that 

if Jones would get 

SAID HE HAD A BETTER the merchants inter- 
Teeerory'! ested in doing some 

hn, newspaper advertis- 
y ing on his line, he 

Xe, ur would be around and 


4 follow them up on it 
whenever Jones gave 


of if 4d , ° 
e w Menge bh — him the word. Of 


course, his motive was a selfish one, but 
Jones did not mind about that, for every 
bit of local advertising done in the town 
would help him. 

From the newspaper office he went to 
the bank and got not only the usual in- 
formation about credits, but some rather 
unusual advice about prosperity in that 
town. As he was driving in™ he had 
noticed a large factory, but he passed it 
without a second thought. But when the 
banker mentioned that in one year that 
factory had increased its force from three 
hundred to eight hundred men and its 
payroll from two hundred and seventy- 
five thousand to one million dollars, he 
immediately saw what valuable ammuni- 
tion this was going to be when he called 
on the trade. Savings bank deposits he 
found had doubled during the year and 
both farmers and townspeople were 
more prosperous than ever before. 

The first dealer he called upon was 
very skeptical about the advertising cam- 
paign. He said probably it was all right 
for the big city fellows, but that the peo- 
ple in his town did not read much and 
certainly did not take the magazines that 
Jones’ company was using. That was 
just what Jones was waiting for. He 
flashed out a memorandum which he had 
made at the post office and in a few 
minutes had thoroughly convinced the 
doubting merchant that it would pay 
him to connect up with an advertising 
campaign that would reach such a large 
percentage of the people of that com- 
munity. 


Jones Had the Facts 


But Mr. Merchant said: “That would 
be all right in ordinary times, but right 
now people are not buying much. The 
cost of living has gone up so that they 
do not have enough to spend after buy- 
ing Liberty bonds and paying taxes. 
Business in this town ain’t what it used 
to be.” 

Now, if Jones had not just come from 
the bank he would have | floundered 
around trying to answer this objection 
and would probably have wound up with 
some weak generality about the general 
prosperity of the country, which would 
not have impressed the merchant a bit 
because he only knew and cared about 
conditions in his town. 

But Jones had the facts. He knew 
more about business conditions and the 
prosperity in that community than the 
merchant did and he opened the latter’s 
eyes to the great vein of pay-ore lying 
under his feet. 


This is a more or less true story of 
how a salesman for one house learned 
how to talk advertising intelligently. 
Soon the idea spread to other members 
of the sales force and now the sales man- 
ager insists that instead of rushing 
through a town like a baby cyclone, 
every salesman must take the time to 
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study local conditions so that he can 
localize his sales talk and make it bite. 

It is not a long or difficult process to 
get at the station, post office, library, 
bank or newspaper office a good working 
knowledge of the industries and classes 
of trade upon which the business of the 
town lives. Not only will illuminating 
sidelights regarding the business situa- 
tion come out, suggestions as to the 
characteristics of the different dealers 
and the peculiar cross-currents of trade, 
but also pointers as to whether the fac- 
tories are busy, local crops flourishing, 
business good or slow, and so on, so that 
the salesman is forewarned as to what he 
may expect when he calls on his cus- 
tomers. 


Checking Auto Saving 


The Electric Storage Battery Company 
provide a space on the back of their 
salesmen’s auto expense accounts in 
which the salesman estimates each day 
the amount of railroad fare saved through 
the use of his car. He also records the 
time he saved in days and fractions. For 
example, if he is able to accomplish in a 
day through the use of his car what 
would take him two days to do if he had 
to depend on train service, he enters un- 
der the column “Time” the figure 1. 
At the end of the month the expense 
account is turned into the office and the 
saving totaled and compared with the 
expense. 
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Moved Again 


For the third time in eighteen months we have had 
to double our office space. 
offices have been located on the twelfth floor 


Brooks Building 


223 West Jackson Boulevard 
(Just West of Wells Street) 


| CHICAGO 


To facilitate the delivery of 
your mail we suggest changing 
your mailing list accordingly. 
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Factors That Count in Fixing Territorial Quotas 


By J. George Frederick 


Working out correct quotas for salesmen is perhaps one of the most important tasks confronting 
the modern sales manager. If quotas are too big there will be a riot among the salesmen. If they are 


too small, results will be in proportion. They must be right. 


In this article Mr. Frederick, who-has 


had a great deal of experience in helping sales managers work out scientific quotas, sets down some 


of the more important factors which should be considered. 


“Advertising and Selling” Magazine. 


Now that business is facing forward to 
the biggest peak of sales that the country 
has ever known (plus the greatest neces- 
sity for sales management the country has 
known, because of increased factory ca- 
pacity), the very logical thing for sales 
managers now to do is to study more in 
detail the sales possibilities of their ter- 
ritories. 

A number of concerns are already 
adopting this policy and instead of hitting 
highspots and developing a case of dis- 
jointed growth, businesses are row really 
beginning to get keenly interested in the 
exact possibilities of even such small ter- 
ritorial units as counties. It is important to 
know just what each sales unit offers. 

Take the automobile business. There 
have been grave differences of opinion 
among the automobile men themselves as 
to what is called “the saturation point” or 
the largest number of people who can pur- 
chase an automobile in any given locality. 
No facts exist which shed final light on the 
subject, but steps are being begun to 
analyze the automobile 
sales possibilities, 
county by county, as 
with a fine-tooth comb. 

Many another article 
which has had a boom 


history is in the same (a) Total and per ca 
of towns, etc. 
skimmed cream and (b) Total and net 


position of having 
not having to care for 


that could logically be 
developed. The com- (qd) 
mon attitude was that 
there was ‘‘ 


product population is the natural indi- 
cator of volume. Technical products 
alone vary from this standard. No mat- 
ter, however, what the article may be, 
there is a logical method of ascertain- 
ing the territorial quota, or as it should be 
called “the possible consumption.” This 
possible consumption may, according to the 
type of article, be possible at once or it 
may be possible in a period of years, in 
which case it should be analyzed according 
to the amount possible year by year, so that 
a course of growth may be outlined, and 
quotas set. 

The reason that many business firms have 
failed to develop such statistics has been 
the rather difficult nature of the work, 
since in but very few cases are the ele- 
ments necessary to consider, simple and 
few in number. An automobile accessory 
has merely to find the number of automo- 
bile owners in order to get its possible 
market; whereas most specialties, and also 
many staples, have to take into account 
everything from climate, character of the 
population, and even the psychology and 
temperament of the people in that section. 

Many professional research workers 
when they are questioned concerning such 


DATA NEEDED CONCERNING SALES DISTRICTS: in 


The data concerning each sales district which may profitably be kept for a 
standard comparison is as follows: 


pita consumption—by individual products, by grades 


a net population—divided by classes, wealth, income, occupa- 
tion, rating, etc. 

the amount of business  (¢) Consumers—divided by classes, by volume, character, products bought, 
activity, credit, etc. 


Prospects divided by classes—former customers, interested, possibles, 
hard shells,” almost hopeless, black list. 


enough  (e) Sales records for each of above separate divisions, uniformity for all 


Mr. Frederick was formerly editor of 


information, want to take two or three 
years off and spend thousands of dollars 
on the job. No doubt it should 
this fashion, but it is not a business prop- 
osition in more than a few lines of trade 
to do so. The trade possibilities must be 
approximated as close as possible to 100 
per cent, but only to that degree made 
possible by the amount of money availal 
to develop such information. It ought to 
be developed under any circumstances for 
whatever amount that can possibly be made 
available for getting these statistics, no 
matter how modest that sum may be. To 
give a concrete example of the extremely 
serious nature of such information, there 
is a case on record of an office equipment 
manufacturer who went ahead, planned his 
factory, got his sales organization together, 
and operated for a short while before run- 
ning up against the fact that just one and 
a half year’s output of his factory and the 
sales of his sales force would practically 
fill up every logical possible user in the 
United States. He would then be through, 
and except for renewals or occasional sales 
he would have the market at the saturation 
point. This company is now bankrupt and 
failed because it did not get the facts about 
its possible market 


be done in 


even before it launched 
business. \t the 
present time, with en- 
larged factory capacity, 
in many plants, also 
because of the study 
by many firms of lines 
vr added manufacture 
to keep factory addi- 
tions busy there is a 
speciai need of knowl- 
edge of the exact sales 
possibilities of certain 
lines of goods in order 


there for everybody,” districts. not to make grave er- 
‘ r . . . + ¢ , 

or “we have not yet (f) Sales records of each individual salesman—traveling expense percent- ‘TS Of over produc- 

scratched the surface. age, sales, average efficiency of call, length of jumps, etc. tion. Not only can 


Such an attitude was  (g) Number of dealers and prospects per 1,000 of population and per ‘uch data save some 


natural in a country 


hausted its resources 
or caught up with it- 
self; but the new meth- 
ods to be applied in (i) 


mum and average sales. 


' square mile and per mile of railway required to travel. 

which had not ex- (h) Maximum sales per annum of individual dealers or customers; mini- 
Also average size of order, frequency of 
order and variety of stock carried, complaints, cessations, failures, 
credits, ratings, cancellations, returns, etc. 


Percentage of distribution—of dealers in each line of trade handling 


concerns from absolute 
bankruptcy, but it also 
discovers unsuspected 
possibilities of wider 
sales. By making such 
an investigation, a con- 


territorial quota analy- , the goods. cern. selling lighting 
sis are now worth  (j) Competition figures for as many of above items as possible. plants to country 
while studying. (k) Quota figures and percentages based on above factors. homes demonstrated 


For the average (1) 


Data concerning jobber, or distributing situations for comparison. 
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against all advice that 


it could sell in a couple of years’ time 
more lighting plants than all the four- 
teen companies in the field had sold for 


many years prior. Facts showed that 
the business was there; the sales manager 
simply pointed his ammunition at the 
market which had been located, and shot 
away, and of course he hit the mark and 
got the game. 

It is a curious fact that many very rich 
local veins of trade are overlooked simply 
by the lack of development of local statis- 
tics of possible trade. Salesmen or branch 
managers may be absolutely asleep on the 
job and headquarters never know it. 

What are the factors which are im- 
portant to study in studying territorial 
quotas or discovering sales possibilities? 
I have arranged a list of items of informa- 
tion needed concerning sales districts. 
They may seem unusually extensive; and 
of course they would not apply to all prod- 
ucts; but they apply to a_ considerable 
number and are therefore valuable to note 
and study. 


An Idea for Checking 
House Organ List 


Never ceasing vigilance is needed if 
the deadwood is to be kept out of the 
house organ mailing list. In these days 
of high printing costs a few hundred cu- 
riosity seekers or “near” prospects rep- 
resent a serious leak in the appropria- 
tion. The usual way to check up such 
a list is by periodically asking readers if 
they wish to continue receiving the house 
organ. All those who do not reply are 
dropped from the list. The weakness of 
this plan, however, is apparent when it 
is remembered that many desirable 
names might thus be dropped through 
failure to receive the announcement, or 
through failure to recognize the impor- 
tance of the request. 

To overcome this difficulty and to 
arrest the attention of every reader re- 
ceiving the letter, the National X-Ray 
Reflector Company hit upon the novel 
plan of separating the address plates of 
those who did not return cards, request- 
ing that their names be kept on the list, 
and sending them at the same time as 
the house organ was mailed to those who 
had returned cards, a special letter. To 
this letter was clipped a miniature edi- 
tion of the house organ for that month. 
The miniature edition was a fac-simile of 


the cover, in folder form, containing 
loose pages, each of which described 
some article in that issue. The letter 


was as follows: 
Dear Sir: 

No, this is not a regular copy of “Eye 
Comfort.” It is just a suggestion of 
what you are missing. 
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As we failed to receive your return 
postcard, which was enclosed in the last 
issue, we have not included your name 
with those who want “Eye Comfort” sent 
to them in the future. 

This miniature issue comes to you in- 
stead of the big Christmas number, of 
which we have printed about a thousand 
extra copies, besides supplying our pres- 
ent list. 

We are sorry you are missing this 
issue, as it is full of Christmas cheer and 
we hesitate to throw away the plate 
carrying your name, for we are sure it 
has merely been an oversight that you 
neglected to tell us you wanted “Eye 
Comfort” in the future. 


If your reply reaches us before the 
Christmas number is exhausted, we will 


send one, besides putting your name on 
the permanent list for all future numbers. 

As a matter of paper conservation, we 
want to mail “Eye Comfort” only to 
those who are sufficiently interested to 
ask for it. 

So here is another, and the last chance. 
Ten seconds to sign the enclosed card, 
and a word to the stenographer to stamp 
and mail it. 


With the Season’s Greetings. 


It is interesting to note that whereas 
only 2,000 out of 10,000 names on the 
list had returned the first card requesting 
that their name be continued on the list, 
over 70 per cent of the remaining 8,000 
names mailed back the cards which were 
enclosed in the second “Miniature edi- 
tion” letter. 


this list. 


list. 
limited number to be sold. 


22 E. Washington St. 


Do You Manufacture or Distribute Merchandise 
to Department Stores ? 


Every manufacturer, every mail-order man, every sales 
agent who does business with department stores, will find 
this list of inestimable value in communicating with depart- 
ment stores. 


Information About 1,000 Stores in the Best Cities 
and Towns from Coast to Coast. 


A carefully picked list of stores which required five years 
for its production, revised to date. 
ments, sample pieces or advertising matter to them with 
the absolute assurance of the best results. 


FREE information about any of the stores listed in 
FREE suggestions as to the best methods 
of circulating and sending out sample shipments. 


Ten dollars—which is ONE CENT per name—buys this 
It will be worth $10.00 per name to you. 


All orders must be accompanied by check or money order. 
Bank references furnished if desired. 


Manufacturer’s Mailing Guide 
82414 Marshall Field Bldg. 


All Rated A-l. 


Send sample assort- 
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C. O. D. Return Postage 
Legislation 
By E. E. Bassett, 


Sales Manager, Rider Packing Co., 
Carothersville, Ind. 


I firmly believe that it would facilitate 
commercial activity to a certain extent 
were it possible for an advertiser to 
enclose an addressed envelope, with a 
letter, upon which a postage guarantee 
could be printed so that the advertiser 
in question could pay the postage only 
on such envelopes as were returned. 

For instance, not long ago I sent out 
a proposition to 2,500 prospective corre- 
spondents. I enclosed a stamped ad- 
dressed envelope and yet I did not 
receive an excess of six hundred answers. 
Now, it is true that the six hundred an- 
swers were worth all of the postage used 
on the entire 2,500 return envelopes, but 
still the 3c stamp attached to the other 
2,000 envelopes were nine times out of 
ten wasted. The envelopes were ad- 
dressed to our house and there are very 
few firms who would take the trouble to 
remove a 3c stamp from the envelope 
for the sake of the 3c. 

Looking at it from any standpoint, 
there is absolutely no reason for this 
waste except that our postage laws are 
such that stamps must be affixed in 
advance in a case of this kind. I have 
given this matter some study and have 
the following suggestion to offer. That 
is, on self-addressed envelopes the fol- 
lowing wording, or something to that 
effect, be printed in the place usually set 
aside for the stamp. 


Permit No. 9G6124 

No Postace REQUIRE! 
Postage on this letter is payable at Cro- 
thersville, Indiana, and guaranteed by 


bonds deposited with postmaster by 
Rider Packing Company 


If further means of identification were 
necessary the words “Return Envelope” 
could be printed in bold type across the 
top of the letter. 

If a proposition of this kind were to 
be authorized by Congress, there would 
be more return envelopes of this kind 
used than are sent out sta'nped now and 
every advertising manager would feel 
that one source of sheer waste had been 
eliminated. 


Walter Todd Becomes 


General Manager 


Walter L. Todd, who resigned the po- 
sition of general sales manager of the 
Todd Protectograph Company to enter 
the naval service at the outbreak of the 
war, has been elected vice-president and 
general manager of the company. 
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Concise, Interesting, Illustrated 
Weekly Bulletins for Ste- 
nographers, Correspond- 

ents and Retail 
Salespeople. 
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Let Me Help You Train Correspondents and Salespeople 


Out of 20 years’ experience in ad- 
vertising, selling, correspondence and 
employe-training work with large cor- 
porations I have produced two series 
of weekly loose-leaaf BULLETINS 
written earnestly, illustrated freely 
and printed on only one side of the 
sheet, the other side being left for the 
special comments or examples of the 
employer, the manufacturer, the mer- 
chant, the sales manager or the corre- 
spondence chief. 

Employes read these Bulletins as 
they do a fine letter or editorial passed 
around by the Boss. The result is a 
noticeable immediate improvement in 
better writing and selling methods. A 
good number of progressive manufac- 


turers are using the Better Letters 
Bulletins for their Home and Branch 
offices and the better Selling Bulle- 
tins for their house organs, their trav- 
eling representatives or selected retail 
stores. Alert merchants are using the 
Better Selling Bulletins for training 
their salespeople. 

The principle is that of giving one 
easy, interesting lesson at a_ time. 
Hearty support has already made 
larger editions and lower prices possi- 
ble. There are probably not more 
than 300 firms in America. keen 
enough to do thorough work in these 
two important fields. If your firm or 
client is one of this 300 it will be a 
pleasure to supply full details. 


S. ROLAND HALL, College Hill, Easton, Pa. 
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The other day a sales manager 
for a low priced adding machine 
was much surprised to learn 
that one of his salesmen was on 
the payroll of four other concerns as well as his own. 
He was not the first sales manager to make such a 
discovery. A Seattle sales manager reports that a 
salesman, whom he had always supposed to be a 
model of integrity, collected $400 and disappeared. 
True, both of these cases are exceptional. Most sales- 
men are honest. But there are some who are not, 
and it is highly important that some means be devised 
to rid the ranks of those who do not play fair. 

A strong national organization of sales managers, 
with a central office, could do this at a trifling cost 
to each member. Just as the National Metal Trades 
Association keeps card records of machinists, so could 
such an organization keep card records of salesmen. 
It would be a protection to the employer, a positive 
safeguard against trickery and dishonesty and a boon 
to the industrious, ambitious sales worker. It is 
something that ought to be done, and eventually will 
be done. 

This, however, is by no means the main reason 
why we should have a strong, all-inclusive organiza- 
tion of sales managers. Indeed it is a minor reason. 
It is cited here merely as an illustration of the prac- 
tical good such an organization could do. There must 


A Strong National 
Sales Managers’ 
Association Needed 


be a practical, as well as a sentimental, reason for hav- 
ing a national association. Annual conventions are all 
well and good when there is real work to be done, but 
sales executives are too busy to chase about the coun- 
try listening to various persons practice public speak- 
ing. 

The nucleus for a national sales managers’ or- 
ganization already exists. There are local organiza- 
tions in New York, Chicago, Philadelphia, St. Paul, 
Los Angeles, San Francisco, Winnipeg, St. Louis and 
other centers. Then there are several national groups 
such as the Association of Motor Truck Sales Man- 
agers. It should not prove a hard matter to get these 
bodies together for there is already a keen need felt 
among them to organize nationally. 

In making this suggestion we are fully aware of 
the recent conference of sales managers held in 
Rochester, and the plan for a select working organ- 
ization of national sales managers. We fully sympa- 
thize with the organizers of this project in their en- 
deavors to hold the membership down to a small, 
compact working body. But we believe that the same 
results can be attained by certain refinements in or- 
ganization, and still keep the ranks open to all those 
who wish to join. The only kind of a sales managers’ 
organization that can ever hope to exert a full in- 
fluence is one of broad dimensions. Membership must 
be open to all who qualify as sales managers, with 
departmental organizations so that members having 
common problems can meet on a common ground. 
This plan of organization has been successful in other 
fields. We can see no reason why it should not prove 
equally successful in this field. 

Let us not be discouraged because other attempts 
to create a national organization of sales managers 
have failed. Instead let us practice what we preach 
to our salesmen, and profit by past mistakes. There 
is a real and growing need for a national sales man- 
agers’ association—not a dozen or two sales managers 
sitting around a lunch table—but a thorough-going, 
all-inclusive international federation of local and na- 
tional organizations. Surely there is some one among 
the 50,000 sales managers in this country and Canada, 
who is enough of a salesman to start the ball rolling. 
* * * 

Sales managers who suffer, 
directly or indirectly, from 
the competition of the large 
mail order houses will find 
comfort in the March sales decrease reported by Sears, 
Roebuck & Company. True, it was not a big decrease 
—only two percent—but just the same it is a straw 
that shows which way the wind is beginning to blow. 

While prices were on the up-grade the mail order 
folks had things coming their way. Now the pendu- 
lum is swinging back. Prices are stationary, and even 
beginning to drop. When Hiram goes ashopping to- 
day he finds that his local dealer offers the same mer- 


When Declining Prices 
Hit the Catalogue 
House 
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chandise for less than it is priced in the big catalogue 
back home. The merchants on Main Street can re- 
vise prices daily as the market recedes, but it is not 
so easy for the catalogue house to revise theirs. So 
then we have a condition that puts a great opportunity 
in the hands of the small merchant. Will he measure 
up to it? Will the jobbers and manufacturers, whose 
success depends on his success, measure up to it? 
oe @ 

We believe that our readers will 
be interested, as we were, to 
learn that twenty per cent of the 
sales managers—in manufactur- 
ing lines at least—are officers of the company. These 
figures came to light in analyzing the returns re- 
ceived from a subscription letter mailed out to 6,000 
selected concerns listed in the new Thomas’ Directory 
of Manufacturers. The letter was addressed to “the 
man in charge of sales.” The return card requested 
the title of the recipient. Three hundred and sixty- 
eight cards were returned, signed as follows: 


Sales Managers as 
Officers of the 
Company 


S| PUTETTTOC ITEP ERT CTT Eee 6 02 
eer 42 12 
pe eer ere 14 04 
Oc pcdadaenakeaw es 38 10 
Secretary-Treasurer .......... 13 04 
MONE SAWS 4s 6 ew dead oes 11 03 
General Manager ............ 54 11 
General Sales Manager ....... 110 31 
District Sales Manager ....... 2 01 
Misc. Sales Executives ....... 21 06 
EmpOrt: DEOMI 6 scc seen ccs. 2 01 
Advertising Manager ........ 2 01 
No title given ............... 52 14 
368 100% 


It would be unfair, of course, to assume that a 
cross sectional canvass of such proportions is typical 
of business as a whole. -But the fact that these per- 
centages closely follow the general subscribers’ list 
of SALES MANAGEMENT makes it safe to say that a sur- 
prisingly high percentage of the men who control the 
sales policies of American business have a direct fi- 
nancial interest in the company. We hope that this 
percentage will steadily increase. 

x x x 

Trace back to their source the 
failures which are chalked up 
against sales managers and you 
will invariably find they are a 
result of over-selling. Either the sales manager over- 
sold his ability to his employer, or the employer over- 
sold his job to the sales manager. In either case re- 
sults are the same. 

A failure means far more to you, than it does to 
your employer. The employer is out your salary, it is 
true, but you lose something even more vital—your 


What You Want to 
Find About Before 
Taking a New Job 
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reputation as a successful sales general. We all know 
what happens to a general who fails on the battle 
field. The same fate awaits the general who fails on 
the sales field. Nobody wants him at any price. So, 
when you gaze over the hill at the greener pastures 
beyond, stifle your optimism and egotism and judge 
the opportunity that is offered to you in the light of 
cold facts alone. 


In this connection you might be interested in ten 
questions which a sales manager of many years ex- 
perience has just put to a concern that approached 
him: He wanted to know: (1) How long your prod- 
uct has been on the market, (2) Gross sales for 1918, 
(3) Percentage of sales cost for 1918, (4) Percentage 
of sales spent in advertising for 1918, (5) Do you con- 
trol your own market, or is output marketed through 
a few big distributors, (6) What are the figures on 
repeating qualities of product, (7) Capacity of fac- 
tory and facilities for expansion, (8) Is the business 
now showing a healthy profit, (9) What are your 
greatest difficulties now in increasing business and 
profits, (10) Such other information as you care to 
give in order that I may determine the advisability 
of coming to New York for further detail. 

It would be easy to add other questions, and any 
questions would be influenced by the circumstances 
but we are sure that our readers will agree that there 
is less chance for a misstep with the answers to these 
questions before him, than if only generalities had 
been exchanged, as too often happens. 

ux a * 
“T lay my success,” said Frank W. 
Woolworth shortly prior to his 
death, “to knowing the right time 
to run.” When Woolworth found 
that a certain store did not pay, he felt no compunc- 
tion in closing it up. During the early days it is said 
that he closed up far more stores than he kept going— 
that was before he developed a set of paying policies. 
Yet nobody can say Woolworth was a quitter. No 
man stuck to the ship tighter than Woolworth stuck 
to a discredited idea. And few men carried it farther 
up the hill of success. If there is anything to be 
learned from the remarkable career of this remarkable 
man, then it is—know when to run as well as when 
to fight. Know when to abandon a pet idea, an 
ill-advised sales plan; a non-productive territory; a 
“weak sister” in the line. How many times have you 
fought to the last ditch for some child of your brain, 
riding over all opposition, determined to put-it-over 
if it costs you your bank roll. It is a commendable 
spirit for the prize ring. But it isn’t business. It is a 
whole lot better to be a live “may be” and build a 
Woolworth Building than it is to be a dead “almost 


The Virtue of 
Knowing When 
to Run 


” 


was. 
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What Salesmen Can Learn From 
Each Other 


By J. E. Rogers 


General Manager, International Time Recording Co., New York 


In order to educate ourselves in our 
particular lines of work, which is one 
of the first things we should do, we 
must analyze our records. We must 
study ourselves. If half of the men that 
are trying to be successful would sit 
down and analyze their own records just 
about half as hard as they try to analyze 
the records of others, they would be a 
great deal more successful. 

It is an easy thing for a man to sit 
down and criticise some one else, to 
find a reason why he is successful, or 
why he is a failure, but it is hard to 
apply those same tactics to his own 
work or his own line of thought. You 
men probably have seen that done, and 
have had men talk to you about it. 


Always a Reason for Failure 


“Well this fellow is successful on 
account of so-and-so and so-and-so. He 
has this, he has that, he has a territory 
with this kind of an industry and that 
kind of an industrty in it, and it is an 
easy job to handle. He can get to his 
prospects quicker, etc.” He thinks of 
everything but the right thing. 

Every man who is in the selling game 
wants to be a “hundred percenter,” but 
every man in the selling game does not 
do the thing, to start with, that will 
make him a “hundred percenter,” unless 
he sits down and studies himself. 

You probably have seen salesmen in 
different lines of business, particularly 


those businesses where their records are 
kept before all the organization, and you 
will find among those records, one man 
who has a territory or a position in a 
store, or in the field, that is securing a 
certain result. Right next door to him 
is a man securing twice the result, and 
a little way from him, is a man secur- 
ing a great deal better result. If you 
should talk to him about the business, I 
will bet you anything that what he will 
start to tell you about is why he is not 
getting good results. He will have a 
reason why another fellow is getting 
more business than he is. “The bank 
clearings will be larger in his territory, 
he has a better territory,” and a thou- 
sand and one reasons other than the real 
one. 

Why is one man in one particular posi- 
tion, with the same company, or in the 
same line of endeavor, a success, and 
another man, in a similar position, a fail- 
ure? Is it because of something in the 
business? Take in your own business, 
for instance. Don’t all the men in the 
same business have practically the same 
line of goods to sell? The company 
does not hold anything back from the 
men. They give the salesmen a line of 
goods and every salesman has the same 
line of goods. That line of goods is 
no better in St. Louis than it is in New 
York. The buyers in St. Lonis are not 
different from those anywhere else. 
You know you are talking to the same 


kind of people. You know we all speak 
the same language in this country, and 
the man who sells goods in St. Louis 
is doing business with the American 
people and the public just the same as 
the man in New York. Their ideas are 
the same, their motives are the same, 
their desires are the same, and the 
money that they use out there is just 
the same. A five-dollar bill does not 
look any different in St. Louis than it 
does in New York or San Francisco, 
and the goods are the same. So, why 
should there be any difference in the 
particular records that the man in St. 
Louis and the man in New York make? 

Let’s get back to the man. Is it be- 
cause the man who does those things 
is not “playing the game squarely” with 
himself? He isn’t educating himself, 
and I will tell you, above everything 
else, self-education is based more on 
“playing the game fairly” with our- 
selves, and studying ourselves, than it 
is practicing anything else that we have 
to study. 


Build a Successful Experience 


In order to learn about things, or to 
learn to be successful, we can accom- 
plish a great deal by studying the re- 
sults accomplished by others. Not along 
the line of finding out reasons why they 
were successful, but from figuring out 


why a certain man is successful. Why 
is he so-and-so and so-and-so? He is 
accomplishing a certain result. Why 


am I not accomplishing as good a re- 
sult as he? If we do that, we can learn 
a lot, for that is studying, or analyzing 
the results accomplished by other peo- 
ple, and particularly studying the re- 
sults accomplished by other successful 
men, which is the only way to build up 
a successful experience. 
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inches. Copyrighted. Thumb indexed. 


copies, $1.00. 


is a “self-starter” for all salesmen. Its use serves as an incentive to 
“beat yesterday.” Gives an accurate comparative record of your Daily. 
Monthly and Yearly sales for a period of 5 years. Size of book, 3x6% 
Bound in leather. On sale at 
all stationers, or sent postpaid upon receipt of price. 


The Salesman’s ‘‘ Vest-Poket’’ Record Book 


Price—single 


O. G. Williams Company, Publishers, 58 to 64 W. Randolph St., Chicago, U. S. A. 


A Sales Maker 


“Last year the little ‘“Vest-Poket”’ 
Record Book doubled the number 
of 100 point winners in our sales 
department. 
every modern salesman 


have.” og BELL, Gen’l Mgr. 


Equip your salesmen with this “stimulator.” Help them to 
vecome “go-getters.” : F mm 
minded of their task and work with less corrective supervision. 


Special Quantity Prices. Write for Them. 


It is one book that 
should 


Calumet Baking Powder Co. 


In using it they are constantly re- 
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@ DIVISION OFTICES 
@ DISTRIBUTING OFFICES 


> DIRECT PXPORTZG STATIONS 


To secure full confidential information regarding persons applying to you for positions 
we maintain offices in all the larger cities and a corps of 20,000 inspectors 
covering all towns and villages. 


When You Hire a New Assistant 


You thoroughly satisfy yourself as to his qualifications. _You question him closely regarding his experience. 
You require character references. You get in touch with his former employers. You may even require 
him to furnish a bond. Yet in spite of all these precautions there might be a concealed flaw in his record 
or environment that would seriously hinder his success with you. He may even fail, thereby putting you 
to great expense. You cannot know too much about the men you hire, and facts you need most to know are 
often those least likely to come out in a personal interview. 


What Other Users of Our 
Reports Say 


A candy manufacturer writes: “On 


Our System of Employment Information Our Reports Will 
Reports Give You 


By careful and tactful inquiry among 


Our organization has for 20 years 
the personal and business acquaint- 


New York Chicago Boston 


made a specialty of securing personal 
reports on individuals. We _ serve 
leading concerns in all lines of bust- 
ness all over the country. We are 
especially organized to secure full 
confidential reports on persons apply- 
ing to you for positions wherever 
they may be located. We compile this 
information without interviewing the 
applicant or divulging your name. 


ances of the applicant we find out 
for you whether applicant is a man 
whose word can be relied upon; his 
reputation as to character and morals; 
the reputation of his family; his do- 
mestic and financial status; a review 
of his business career; if he lives 
within his means; his present income; 
his home surroundings and other sim- 
ilar “inside” information. 


several occasions your reports have 
prevented us from employing men 
who superficially made good impres- 
sions.” A truck concern: “Highly 
satisfied with the results we have ob- 
tained from using reports.” A match 
manufacturer: “Reports are a good 
investment and more than self-pay- 
ing.” You will be equally well satis- 
fied. For the small fee charged, you 
cannot afford NOT to investigate our 
report methods. 


Let us send you without obligation 


further information regarding our new form of employment re- 
port. You will be surprised at how little it costs to back your 


own -, 


ports. 


They will do the same for you. 


ment in selecting employees with our fact-giving re- 
hey are saving other employers a great deal of time 
and money. 


Employment Report Department 


THE RETAIL CREDIT COMPANY, Atlanta, Ga. 


Philadelphia Detroit Cincinnati 
Birmingham Atlanta Oklahoma City Portland Dallas Denver 


San Francisco Richmond 


Kansas City Memphis 


Des Moines 
Minneapolis 


Sales Management 


J. Ogden Armour on a Sales- 
man’s Limitations 


Sales managers for wholesale houses make a lot of fuss about their sales- 
men having to sell “thousands of articles.” They are quite sure they have 


nothing in common with a manufacturer. 


Yet here is a manufacturer who 


makes more articles from bones alone than the average jobber carries in his 


entire line. 
consideration. 


When J. Ogden Armour declares that 
there is a limit to the number of differ- 
ent articles that a salesman can success- 
fully handle—even if the specialties be 
related or, at least, produced or spon- 
sored by the same house—the opinion 
is certainly entitled to serious considera- 
tion because it is doubtful if any sales 
interest in the world has a more diverse 
line than Armour & Co. 

The very interesting discussion of this 
question in which Mr. Armour was the 
principal participant took place in a 
Congressional forum at Washington. 
Before the Committee on Interstate and 
Foreign Commerce of the U. S. House 
of Representatives there is pending a 
proposal for government control of the 
meat-packing industry. Chairman Col- 
ver of the Federal Trade Commission 
has told the committee that unless the 
meat packers be hobbled their formid- 
able array of “related” and “unrelated” 
products distributed through their 
“branch houses” will enable them to 
drive most of the independent whole- 
sale ‘grocers out of business and forge 
“chains” of stores that will shackle the 
retail grocery trade. With logic that is 
assuredly “important if true,” Mr. Ar- 
mour counters with the argument that 
eo selling interest can exceed in the 
versatility of its exploitation of goods 
the individual capacity of the average 
salesman on the road. 

How Big Should the “Family” Be? 


Answering the question of Congress- 
man Sims as to whether there is any 
limit to the size of a “family” of prod- 
nets that may be adopted by a strongly 
financed selling organization, Mr. Ar- 
nour said: “You might ask if we can 
sell through our branch houses, these 
various things, where will the additional 
products stop? I think it would stop 
at the point where you would lose your 
efficiency if you added anything more 
to it. You can handle or put through 
your branch houses only a certain num- 
ber of things. I do not mean that is 
because of the size of your branch 
houses, because you could make them as 
large as you please. What I do mean 
is, the minute you add too many articles 
to your salesmen, to the men who sell 
your goods, you interfere with their effi- 
ciency. So there is a natural limit to 
which you can go, and when you get be- 
yond it they do not sell any of them 
right. That may sound funny, but it is 
absolutely a fact. , 


Surely he ought to know something about the subject under 


“We might take on ten or twelve ar- 
ticles or fifteen articles and handle them 
very well. That is, have your selling 
force put them before the public well 
and sell them well, and reach a high 
state of efficiency in handling them. On 
the other hand, if we add ten more ar- 
ticles to those, it would not only break 
down the efficiency in the handling of 
the first fifteen we had, but it would 
break down the efficiency of everything 
that we tried to sell. The man who 
runs a branch house or a jobbing busi- 
ness has a mental ability that will take 
him just about so far, and he may do 
it well, but it will not take him very 
much farther.” 

Speaking of the policy of his own 
house, Mr. Armour said: “I do not be- 
lieve that we have branched out beyond 
our ability. I may be egotistical about 
that, but I don’t think that we have gone 
out farther than the things we could 
handle nor into all the lines that we 
might have branched out into. We 
might go into the shoe business, as 
someone has suggested, but I will say 
that Armour & Co. probably never will 
go into the shoe business. They cer- 
tainly never will with my consent. And 
we will never go into the cattle-raising 
business because I think there is a limit 
to what we can hire ability to do and do 
well. I don’t care how much ability a 
man may have, there is a limit to what 
he can do well, and as to anything he 
does not do well, there are so many 
people who will do it well that he will 
soon lose so much money on the things 
that he does not do well that it will 
more than offset what he does do well. 


The Armour Success Formula 


“T think it would be a mistake for 
Armour & Co. to try to take on prod- 
ucts they could not properly handle, 
and when I say ‘properly handle’ I mean 
handle to the interest of the consumer, 
as well as of the producer. The minute 
we get away from that Armour & Co. 
becomes a failure and anvbody else be- 
comes a failure. It is not the great quan- 
tity of articles which a man handles that 
makes him a success. I claim that if we 
should try to handle all the articles that 
it has been stated are possible for us 
to handle and which, theoretically speak- 
ing, we could handle, but, practically 
speaking we could not handle, we would 
not be of use to the consumer and would 
not be of use to the producer and we 
would not be of use to ourselves. The 
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minute we cease to be of use to these 
three people Armour & Co. have no 
place in the community.” 

When in Washington Mr. Armour was 
asked very particularly as to the trend 
of sales policy of his house—whether the 


disposition was to continue to. sell 
canned goods and other unrelated prod- 
ucts on commission or to buy these side 
lines outright for resale. He replied: 


“That policy would be subject to 
change. lt would depend a great deal 
on conditions. If we found we could 


not handle goods on commission we 
might want to buy them. The policy we 
might have in one section of the coun- 
try might be entirely changed in an- 
other.” Mr. Armour made it clear, how- 
ever, that with respect to most of the 
classes of goods other than meat prod- 
ucts, handled by Armour & Co., the 
disposition of the house is to “sell the 
service of our distributing machine.” 


“One single idea brought out in the 
March issue was worth many, many 
times the yearly subscription. Success 
to your new magazine.’—F. E. Brown, 
Hall-Welter Company, Inc. 


Are You Binding 
Sales Management 


During the 
subscription 


life of your 
many articles 
will appear in these pages 
which may be of consider- 
able value to you from time 
to time. At the end of this 
volume a complete index will 
be published, so if you file 
the copies as they are re- 


ceived you will eventually 
have a valuable reference 
file of sales management 


data at your fingers’ tips. 


Metalwing 


Binders 
have been especially de- 
signed for this purpose. 
They are an improvement 


on any other lace binder on 
the market. They aré com- 
pact, durable, and_ easily 
manipulated. They are not 
sold in office supply stores, 
or by any other binder 
manufacturer. Binders are 
finished in a high grade silk 
cloth, lettered in gold, “Sales 
Management.” 


Price, post-paid, $1.50 
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Special Reports on Sales Method: 


These reports contain the boiled down essence of investigations made by our Research 
Department with the co-operation of 800 sales managers subscribing to our Monthly 
Sales Service. They are revised to date. Give you complete working information with 


all necessary charts, forms, sample pages and other exhibits. 


form, and sent to any responsible executive subject to return. 


Report No. 5;—ONE HUNDRED IDEAS FOR 
STAGING SALES CONTESTS. This is the lat- 
est Dartnell report, compiled from over eight 
pounds of data submitted by sales managers de- 
scribing their sales contests. Only the most sug- 
gestive contests have been described—ideas that 
can be adapted to any business, large or small. 

Price $2.00 on Approval. 


Report No. 5:—THE NEW PLAN FOR EX- 
PORT SELLING. The first authentic report, com- 
piled with the co-operation of government officials, 
detailing necessary steps to take in organizing for 
export business under the new Webb Act. In- 
cludes list of concerns already in operation. <A 
very helpful report. Price $1.50 on Approval. 


Report No. 19—‘FIFTY-THREE SUGGES- 
TIONS FOR IMPROVING SALES MANUALS.” 
This report is an analysis of over 40 manuals. 
Gives helpful suggestions for making manuals more 
effective, with detailed description of manuals used 

y J. I. Case Plow Works. Street Railways Adver- 
tising Co., Addressograph Company and other lead- 
ing concerns. Valuable suggestions for gathering 
data from salesmen, with many sample pages, out- 
line of contents, etc. Price $1.50 on Approval. 


Report No. 28—“SALESMAN’S AUTO AL- 
LOWANCE AND UP-KEEP PRACTICE.” This 
is a report of an investigation paar ot among 58 
corporations that require salesmen to use autos in 
covering their territory. Gives actual figures show- 
ing comparative cost of traveling salesmen by rail 
and by auto, with facts regarding increased busi- 
ness to be expected. Includes standard auto ex- 
pense account form used by big New England cor- 
poration to keep tab on autos. 

Price $1.50 on Approval. 


Report No. 23—“IMPROVED REPORT FORMS 
AND CHECK-UP METHODS FOR SALES- 
MEN.” If you experience difficulty in getting 
salesmen to send in reports regularly you need this 
treatise. Gives working details of such report sys- 


tems as the Self-Operative report used by Address 
graph Company, also the system of the Free Sew 
ing Machine Company and other corporations who 
have successfully solved this problem. Many spec- 
imen report blanks included. Newly revised. 
Price $1.50 on Approval. 


Report No. 32—“STUNTS THAT PUT LIFE 
INTO A SALES CONVENTION.” One of the 
most difficult things a sales manager has to do is 
to lay out a convention program that will keep the 
men on their toes every minute and send them 
back to their territories full of new life. This re- 
gost will show how such concerns as National Cash 
Register, Burroughs Adding Machine Co., Rice- 
Hutchins and other concerns are lifting their sales 
convention out of the rut. 

Price $1.50 on Approval. 


a No. 40o—“TESTS AND METHODS FOR 
SELECTING SALESMEN.” This report gives 
you in boiled-down form the selection methods 
used by such concerns as American Tobacco Co., 
National Cash Register Co., National Biscuit Co., 
and others. Report also includes a complete set of 
standard forms used in passing on salesman’s qual- 
ifications, such as past employment analysis form, 
application blank, applicant grading chart, etc. 
Even though you may not wish to use the method 
as outlined, it embodies many points which can 
be adapted to your requirements. 


Price $1.50 on Approval. 


Py ts N- —“HOUSE ORGANS’ FOR 
SALES.1IEN AND EMPLOYEES.” A review of 
over 200 of the best edited public ations for speed- 
ing up production and sales. Filled with helpful 
suggestions and illustrations. Discusses types of 
publications, their advantages and disadvantages; 
how te get the right sort of contributions. Speci- 
men “Spezd-up” letters used by large manufactur- 
ing concern. Also contains most complete list of 
salesman’s publications issued, with names of the 
paper. A valuable ‘ist 7 _exchange purposes. 
> $1.50 on Approval. 


SPECIAL OFFER 


Prepared in legal brief 


Report No. 37—‘MANUALS FOR OFFICE 
AND FACTORY EXECUTIVES.” Describes how 
one large New England concern has devised a 
practical manual of executive duties, which pre- 
vents the overlapping of authority, defines the 
duties of each department and helps in many other 
ways to make for smoother operation of the busi- 
ness. If you have no present plan for recording 
verbal and written ins tructions and im portant de- 
cisions, you will find a wealth of data in this report. 

Price $1.00 om Approval. 


Report No. 49—“REVISION AND CARE OF 
MAILING LISTS.” This report represents over 
six months” investigation It describes many 
plans and methods for short-cutting the handling 
of mailing lists, and increasing the results from 
them. It also embodies a com prehensive analysis 
of the various addressing machines in use, 
setting forth their comparative cost of installa- 
tion and maintenance, as well as their com- 
parative advantages. 

Price $1.50 om Approval 


Report No. 45—“PLANS FOR GETTING a. 
ABLE SUGGESTIONS FROM SALESMI 
Describes the methods used by Sherwin-Williams, 
Addressograph Co., Wholesale Druggists prem 
and others to get the right sort of suggestions from 
salesmen. Included with the report is 3 ) 
the famous questionnaire folder used by rw 
Williams. This report, with its exhibits, will give 
you many new viewpoints 

Price $1.50 on Approval 


Report No. 17—“PRACTICAL Loa S PLANS 


FOR COMPENSATING SALE SMI Three 
separate bonus plans are described, one based on 
profit-sharing principles as worked out | ] 


wholesale house; another based 
Bonus olen, and a third plan whi 
develop a salesman along lines de 
pany. Includes chart giving a practical 
for average size business Every sales executive 
should have a copy on file. 
P 


Any of these reports will be sent singly on approval at prices quoted. 
A special price of $15.00 applics when the entire set of 12 reports 
are ordered. All reports may be returned if not suited to your 


requirements. You should have these reports in your 


library. 


HE DARTNELL CORPORATION 


PUBLISHERS 


223 WEST JACKSON BOULEVARD, CHICAGO, ILLINOIS 
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Butler Brothers Fall Back on 
Personal Salesmen 


Here is a bit of news that will interest you, whatever your line of business 
may be. It is significant because it heralds what bids fair to develop into a 


far-reaching practice. 
territorial analysis. 


It is helpful because it suggests the need of intensive 
It is interesting because it disproves the often repeated 


boast of catalogue houses and others that salesmen are not necessary if the 


prices are low enough. 


The news that Butler Brothers have 
openly departed from their traditional 
policy of employing no salesmen, and are 
busily at work building up a sales or- 
ganization in selected territories is gen- 
erally admitted to be one of the most 
significant tendencies which has yet come 
out of the “reconstruction” period. It 
throws open for discussion the whole 
question of catalog versus salesman, and 
carries with it several interesting lessons 
in sales management practice. 

The move, however, did not come as a 
surprise to those who have been follow- 
ing the rapid developments which have 
marked the sales activities of the astute 
concern during the last few years. Long 
before the death of Mr. Stilwell, former 
president of the company, a force of trav- 
elers were put out to establish direct 
personal contact with the trade. While 
these men were not labeled “salesmen” 
and were not permitted to actually sell 
merchandise, it was pretty well under- 
stood among those “visitors” that their 
increased salary depended upon the in- 
creased business their territory produced. 
They carried with thema Butler Brothers 
catalog so that in case a merchant asked 
regarding the price of any item of mer- 
chandise they could give him the infor- 
mation desired. The calls made by these 
so-called visitors were aggressively fol- 
lowed up by mail and until the novelty of 
the selling stratagem wore off the plan 
developed a lot of business, and was 
widely copied by other mail order houses, 
as well as by specialty concerns and 
jobbers. 


Butler Salesmen in Disguise 


Encouraged by this success Butler 
Brothers began to think seriously of 
sending out salesmen on some of their 
specialties. About this time the line of 
type on the catalogue announcing that 
Butler Brothers employed no salesmen 
left for regions unknown. The official 
soft pedal was put on all advertising 
which capitalized the “catalogue only” 
feature. But still no salesmen went out 
as representing Butler Brothers. The 
Defiance Tire Company, however, whose 
offices were located at the same address 
as Butler Brothers, put out quite a good 
sized sales force, and those salesmen cer- 
tainly got the tire business. Exclusive 


agencies were opened up in every likely 
spot, and it is said that the present sale 
Other 


of Defiance tires is enormous. 


specialties, sold by specialty salesmen to 
exclusive dealers made their appearance, 
all issuing from an address at the Lake 
street bridge in Chicage 

When the presidency of this company 
passed to Mr. Cunningham, who rumor 
whispers does not share all of E. B. But- 
ler’s faith in “catalogue only” salesman- 
ship, one of the first things he did was to 
check up sales by territories. The busi- 
ness as a whole was making money. But 
was every territory producing its share 
of the profits, or was it a case of where 
some territories were carrying the 
others? 

An analysis brought to light some in- 
teresting facts. It was found, for exam- 
ple, that in the southeastern territory 
results from mail promotional work had 
been anything but encouraging. Few of 
the mailings paid out. Further investi- 
gation showed that the Baltimore Bar- 
gain House was getting the cream of the 
business, and that this wide-awake insti- 
tution had flooded this territory with 
sales ammunition until it literally had it 
sewed up. Other territories showed 
similar conditions existing. In the 
northwest, for example, G. Sommers & 
Company, a local jobbing house selling 
very largely by catalogue, were having 
things pretty much their own way. To 
meet this competition and regain their 
slipping hold on the business, Butler 
3rothers are now putting salesmen into 
these and other territories. Salesmen 
are also employed for working certain 
metropolitan territory. Whether the 
policy will be permanent or whether it 
will be extended to the entire country 
depends on results. 


Export Organization 
(Continued from Page 134) 


has many means of determining the re- 
sponsibility of customers, and a careful 
weeding-out process of questionable ma- 
terial I am sure will leave a very large 
margin of good customers. I have the 
assurance of an important exporter that 
foreign merchants are not adverse to a 
basis of cash against shipping documents. 
I consider it should work out advanta- 
geously to make initial transactions on 
this basis and subsequently determine 
our future policy.” 

“T believe you will find the investment 
quite heavy,” said Mr. Inman. “Besides, 
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close application will be necessary to at- 
tain certain results.” 


“It is always poor policy to underpay 
for the art of selling,” said Mr. Bradley. 

“As to investment,” said Mr. Byrnes, 
“I believe I am in position to say that I 
do not consider it necessary for our firm 
to increase its capital account to embark 
into the export business. The money 
tied up for goods in transit will be offset 
by the interest on stocks on hand. And 
even though we do not discount our ship- 
ping documents I cannot see what differ- 
ence it makes whether the goods are in 
warehouses or loaded in a ship’s hold, un- 
less it would be in favor of the latter. 
In the former case the goods would be 
stored at our expense awaiting a buyer; 
in the latter case, the goods are en route 
to a customer who is standing all carry- 
ing charges.” 

“As to Mr. Inman’s remark about ap- 
plication,” remarked Mr. Damon, “I be- 
lieve that if any business is worth a fig 
it is entitled to close industry. Applica- 
tion usually spells success.” 

“T feel that we should arrange to make 
a try for the business,” said Mr. Byrnes. 
“We have a wonderful field of great po- 
tential wealth to work in. American 
goods have been successfully introduced 
in every part of the world. They hgve 
met with favor on their merits. The 
follow-up system is now in order and our 
aluminum wares are going to be offered 
abroad. I feel certain that if the business 
is given proper attention the results will 
be stupendous.” 

“Tt will rest entirely with us,” contin- 
ued Mr. Byrnes, “whether we shall assist 
our American brothers to retain the for- 
eign patronage received or relinquish it 
to former European control. Gentlemen, 
I am going to count cn your assistance.” 
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Sales Management 


Employers of N. S. T. A. 
Men Say 


One of your members, Mr. Y—, 


is giving satisfaction in every 
way. He greepes our proposition 
very readily and ds giving us a 
record equal to that of any of our 
older specialty salesmen. 


Nationally Known 
Soap Manufacturer. 


Promoted to Manager 


Mr. M—— has made good and 
»roved to be the right man for us. 
Ve have had to advance him sev- 
eral times and he now has charge 
of a part of our line. 


Large Specialty Manufacturer. 


Holds Records 


Mr. A—’s trainin was un 
doubtedly of great value to him. 
He has been with us four years 
and holds our record for steady 
work. He has never missed a sin- 
gle weekly report. We would be 
glad to get in touch with several 
of your members of Mr. A——’s 
caliber. 

Large Manufacturer 
Proprietary Preparations. 


Success from Start 


From the first day he started 
selling out line, Mr. os has been 
a success. If you can furnish wus 
with more such good salesmen, 
we would appreciate it. 


Well Known Grocery 
Specialty Manufacturer. 


Entitled to Preference 


Our experiecnce with men se- 
cured from your association has 
been so satisfactory that we give 
them preference at all times. Can 
you recommend two more men for 
our line? Please let us know at 
once as we want to cover certain 
territories as soon as possible. 


Large Wholesale 
Jewelry House. 


Better for Training 


We are thoroughly convinced of 
the N. S. T. A. contention that a 
trained salesman is better than 
one who is merely experienced. 
We are én need of several men and 
would thank you to put us in 
touch with some of your mem- 
bers. 

Large Paint Manufacturer. 


Unusually Successful 


Your members in our employ are 
enjoying gratifying success in thie 
sale of our products. In no small 
measure, this is attributed to the 
teachings derived by these men 
through the study of your Course. 
Our proposition is one which calls 
for unusual qualifications and the 
manner in which many Graduates 
of your Association have pros- 

ered in the sale of our work goes 
ar toward convincing us _ that 
your Training merits the atten- 
tion of all men who are désirous 
of pivancing in Salesmanship. An- 
ticipating that many more of your 


Students will be advanced through 
our continued co-operation, we re- 
main. 


Large Mechanical 
Specialty Manufacturer. 


Trained Salesmen When You Need Them 


Prominent selling organizations, manufacturers and jobbers, all over the 
country, are finding that N. S. T. A. men are entitled to front rank positions. 


N. S. T. A. men are successful. 


Their records prove it. 


Behind their success is 


their preliminary training. They were trained to sell—not according to their 
personal whims and emotions—but according to intelligent principles and plan. 
Last year’s list of Hundred Point Club members, Contest Leaders and Bonus 
Winners contains many names on the N. S. T. A. roster. 


You may need this type of salesmen. 
trained selling ability is a valuable asset. 


At this time of “falling markets” 


Our Group Instruction Plan 


In meeting competition, many big 
corporations are investing hundreds 
of thousands of dollars annually in 
schools and classes for sales instruc- 
tion. Where “school” facilities are not 
available, many Sales Executives find 
N. 9. T. A. Text Books invaluable in 
developing the resourcefulness of their 
salesmen. 

A large New York notion house, in- 
stalling our course, writes: “Your sys- 
tem has been most helpful to us in 


developing our younger men into busi- 
ness producers. The veterans of the 
road among our older salesmen have 
also gained much benefit from the 
course.” 


We should be pleased to submit par- 
ticulars to the heads of interested 
manufacturing and wholesale concerns 
regarding the group plan of instruc- 
tion for sales departments. No obli- 
gation. 


Our Employer’s Service Department 


A part of our organization—and an 
important feature to manufacturers and 
jobbers—is the Employer’s Service De- 
partment in charge of a sales execu- 
tive who for over 18 years has sold 
goods and managed salesmen for such 
nationally known concerns as_ the 
Cudahy Packing Company. Picking 
capable salesmen for various lines is 
thus accomplished—not by rule of 
thumb methods—but by knowledge 
born of practical experience. 


At present we have men of splendid 
sales timber for whom we are seeking 
opportunities with reliable concerns. 
Some of these men are just starting 
out. Others are ambitious men of ex- 
perience who have already proven their 
mettle in selling. All of them are in- 
telligent enough to realize they don’t 
know it all, and of the type that you 
can readily mould to seeing and doing 
things your way. 


The initiative, self-development, and records of these 


men warrant our recommending them. 


You, however, 


decide whether or not to employ them. There is no 


charge or obligation. 


Address us in confidence. 


. - . . ° . 
National Salesmen’s Training Association 
Employer's Service Department 
Suite 515-21 Monadnock Bldg., Chicago, IIlinois 


Tear Off and Mail This Coupon 


National Salesmen’s Training Association, Employer’s Service Department, 
Suite 515-21 Monadnock Bldg., Chicago, Ill. 


Without obligation, please give us the particulars about members of your association for 


whom you are seeking sales positions. 


We plan to employ additional Salesmen. 


Firm 


TERE PEO EOR UCC E CECE CCC OC COCO Sr ES 


BROW WME E acd ddccecccs Territory.... 


Burroughs Sales Contest 


Methods 


(Continued from Page 132) 


ties, which were centered in the East, 
were very much in the minds of the men 
in that locality. It was, therefore, very 
fitting that the contest should take the 
shape of a shipbuilding race. 

The agencies in the district were di- 
vided into three groups, according to the 
size of their individual quotas. Each 
group was to build a separate ship, and 
the one which succeeded in getting its 
ship built and launched first was to win 
the prize. The big agencies were placed 
in Group One to build the ship called 
“Alert.” Group Two, the medium-sized 
agencies, had to build the ship “Buoy- 
ant”; and Group Three, the smaller 
agencies, was to build the ship “Confi- 
dent.” 

In the first place, special quotas were 
assigned to each agency which were 
equal to about one hundred fifty per cent 
of the quota assigned by the company to 
each, Interest in the contest was kept 
up through the publication of district 
bulletins. These bulletins showed prog- 
ress made on the three ships. Another 
way in which interest was stimulated 


PRACT 
IN RAPID CALCULATION 


Containing Many Short Ways of Han- 


dling Figures Never Before Pub- 
lished. Also, All the Best Short 

Methods Now in Common Use, a 

Number of Which Have Been 

Improved Upon. 
By WILLIAM O. BELL, 
Invoice Specialist. 

This volume on Rapid Calcu- 
lation will revolutionize the 
whole system of figuring, and 
will be of great interest to any- 
one who uses figures. There is 
scarcely a mathematical prob- 
lem in which one or more short 
methods cannot be used. The 
work is the result of years and 
years of experience with arith- 
metical computations. 

The saving of time and mental en- 
ergy is simply wonderful with this 
system. There is less likelihood of 
making a mistake because so few fig- 
ures are used in the operation. The 
volume contains many valuable drills 
and helps in mental work, which is 
recognized as very essential by all 
who desire to become accurate and 
rapid in figures. 

The volume is 6x9, fully indexed, 
contains 123 pages, neatly bound in 
cloth, and printed in large, clear type. 

The price postpaid to 
any address is $1.50 


Money cheerfully refunded af not 
fully satisfied. 


BURTON PUBLISHING CO. 


Publishers and Booksellers 
KANSAS CITY, MO. 
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was by means of a large outline repro- 
duction of a ship which was hung up in 
each agency office. The hull was di- 
vided into ten sections, representing ten 
per cent of the shipbuilding quota, and 
each agency was furnished with a strip 
of black gummed paper the same shape 
as the hull and divided into ten sections 
also. As fast as each agency completed 
ten per cent of its shipbuilding quota it 
placed a strip of black paper over the 
corresponding section of the hull, The 
ships, therefore, showed at all times just 
how much had been built and how much 
remained to be built. Every salesman 
was given a button about the size of a 
silver dollar with a little outline of the 
ship on which he was to ink in the hull 
as fast as he completed each ten per 
cent of his shipbuilding quota, 

lt was a contest which worked out 
very well, creating a great deal ot com- 
ment and bringing some wonderiul re- 
sults. he prizes were in the shape ot 
bronze plaques. One ol these plaques 
was to be awarded to each agency in 
the group which succeeded in getting 
their ship into the water first. 


Big Business During Log Days 


Ihe contest was successful to the ex- 
tent of placing District One at the head 
ot all the districts during the months of 
july and August. This was a big feat, 
because District One carries the heaviest 
quota of any district that the company 
has, and it meant the securing of a tre- 
mendous amount of business during 
these summer months. 

Several of the other districts carried 
out some very successful contests during 
the same three months, namely, October, 
November and December. District Two, 
the central district, staged an “altitude 
contest,” which was very unique. They 
represented each agency as an aeroplane, 
the idea being to see which one could 
reach the highest altitude—altitudes rep- 
resenting a certain percentage of quota. 
These were quite unique and succeeded in 
stimulating sales and holding the inter- 
est of the salesmen and managers 
throughout the contest’s duration. 

District Five, our far-West Pacific 
Coast district, put on a contest during 
the same three months, which was in the 
form of a Wild West Rodeo exhibition. 
There were entries in the Alkali pony 
race, which represented our class “A” 
or adding machine division of our busi- 
ness; Broncho-busting, which _repre- 
sented the class “B” or bookkeeping ma- 
chine division of the business, and 
Fancy-ropin’, representing our class “C” 
or calculating machine division of the 
business. This proved very successful 
also, to the extent of enabling District 
Five to lead all the other districts during 
the month of December. 
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Teaching Men to Manage 


Themselves 
(Continued from Page 130) 


your best work by advocating your con- 
victions. You are doing well and have an 
identity with the Company second to no 
man’s, which is an asset of great potential 
value. I should be glad to hear from you 
further and hope it will be a letter ring- 
ing with loyalty and the determination to 
fight out the battle of life in our service. 
You are young and have a bright outlook, 
and can afford to remain loyal to your 
first love. 
Sincerely yours, 


Since the above letter was written this 
man has been made a general agent. It is 
not too much to say that he is a better gen- 
eral agent through having received such a 
letter than if he had not. 

A particularly suggestive policy of Mr. 
Drew’s that is revealed in studying his let- 
ters is his handling of applications from 
men in other organizations. As a rule these 
are men who have made a success with 
their present company. They are attempt- 
ing to secure on the outside the promotion 
that their own company thinks best to with- 
hold from them. You and I frequently re- 
ceive such letters ourselves. As a rule we 
answer them briefly. We explain that 
while we have nothing open at present we 
will be glad to keep their application on 
file. But Mr. Drew takes a more Chris- 
tian-like view. He applies the golden rule 
and writes the disgruntled salesman the 
sort of a letter that he would like his com- 
petitor to write to one of his men, were 
positions reversed. A typical letter of this 
kind follows: 


Dear Sir: 


It falls to my lot to answer your favor 
of the 18th instant addressed to the Com- 
pany. For the past sixteen years the Mu- 
tual Benefit has not gone outside of its 
owrn ranks for a General Agent. I hope 
and expect that the time will never come 
that we will have to. We should be able, 
and I think are, to train up men for man- 
agertal responsibilities, 


While this policy of advancing our own 
men requires us to forego negotiations 
with men of experience like yourself, I 
am convinced it is a wise policy and one 
which should be persisted in, for it gives 
cohesiveness to an organization which is 
highly desirable and creates a spirit of 
Company loyalty which can searcely be 
undervalued. 


The tendency of the times with all com- 
panies, including our own, is to intensive 
cultivation of fields. The territorial divi- 
sions, however, are not to be made ruth- 
lessly, especially when a company is mak- 
ing substantial progress and its showing 
in a particular field is relatively, if not 
actually, good. Your desire for a direct 
connection with your Company, if satis- 
field, you would find in others who might 
serve under you. In fact, most men would 
like to have a direct connection with a 
company so as to get all there is in the 
business, but it is neither feasible nor de- 
sirable that the territorial unit be greatly 
reduced. I think I could demonstrate this 
to your satisfaction. I know I could if 
you were charged with the responsibility 
of the Agency development of a company. 


The question of what the territorial unit 
should be must be decided on its merits 
from time to time. It is frequently if not 
usually true that the successful life in- 
surance solicitor is illy fitted for man- 
agerial responsibility. Unfortunately, 
most of them do not realize their own 
limitations. It is a well-known principie 
of management, however, that men who 
are gifted as salesmen are seldom gifted 
as sales managers. The type of man who 
can manage other men is usually very 
different from the type who can actually 
sell insurance. 


I make these observations in the hope 
that it will enable you more clearly to see 
the other side of the story with your Com- 
pany, and in the hope that I may be pour- 
ing a little oil on troubled waters. 


The General Agencies of our Company 
are much larger than most companies, 
nevertheless the net profits now possible 
to a General Agent make it exceedingly 
difficult to secure men of first-grade abil- 
ity to handle territories which are above 
the average in outstanding business and 
possibilities for the future. I am always 
tremendously amused by the change in 
viewpoint which always takes place in a 
man who has been promoted to a General 
Agency. Solicitors think General Agencies 
are gold mines until they get one. A 
szoodly number of our men, however, are 
beginning to realize that a General Agent 
who gives the service to his men which he 
is expected to give has anything but an 
easy and profitable time of it, and I think 
there are as many General Agents who are 
making less money as the result of a proe- 
motion as there are those who are mak- 
ing more money. 


Quite a number of our men who un- 
doubtedly have ability as managers 
wouldn’t accept a General Agency if it 
were tendered them on a silver platter. 
A notable example is our Mr. W. M. Ogden 
of Avondale, to whom I offered a General 
Agency some years ago which carried a 
transferable revenue on outstanding busi- 
ness of $8,700, and he turned it down with- 
out a moment’s hesitation. He was wise 
in so doing, for there is no freedom equal 
to that which a solicitor has. Liberty is 
the dearest possession that a man in our 
business has. 


I hardly know why I am writing you at 
such length, but if our positions were re- 
versed I would appreciate a letter from 
you in the same tenor, and if what I have 
said is helpful to you, I shall be very glad. 

I appreciate your consideration of this 
Company. I recollect that last year we 
declined a large case for you, over which 
I hold regret. 

Reading between the lines of these let- 
ters, we see that the big outstanding prin- 
ciple that Mr. Drew applies to developing 
men, and teaching them to succeed with 
what they have and where they are, is to 
lead them rather than to boss them. That 
“holier than thou” tone, which mars so 
many letters from sales managers to their 
men, is conspicuous by its absence. There 
are no pedestals or poses. Apparently Mr. 
Drew is one of those rare sales managers 
who does NOT believe that familiarity 
breeds contempt. Therein you will find the 
true secret of his success in man building. 


“I am getting some very good sug- 
gestions from your monthly SALES 
MANAGEMENT.”—Frank S._ Fogg, 
Megr., American Sea Green Slate Co. 


Among the 
Early 
Quantity 
Purchasers: 


Mennen Chemical Co. 
General Electric Co. 
Wasmuth-Endicott Co. 
International Harvester 
H. Black Company 
Humphrey Company 
Coppes Bros. & Zook 
National Electric Supply 
Robt. H. Ingersoll Bros. 
H. B. Glover Company 
Green & Green Company 
Krohn-Fechheimer Co. 
Wagner Mfg. Company 
Weich-Cook Company 
The Gurtis Companies 
Blackman- Ross 

Hercules Powder Co. 
Earl & Wilson 

The Upson Co. 

Hood Tire Co. 

Atlantic Steel Co. 

The Barrett Company 
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“Even More Valuable than 


Your Previous Manuals — 


“it covers a phase of selling which is neglected 
to a greater extent than any other,” writes a 
B. F. Goodrich Rubber Company sales manager 
after reviewing a copy of our latest standard 
manual for salesmen. It is the only book pub- 
lished which will give your salesmen practical 
suggestions for cashing in on the advertising 
and using it to increase the volume and quan- 
tity of their sales. Typical subject heads: 


How Advertising Helps a Salesman 

Effect of Advertising on Salesman’s Earnings 
Who Pays for the Advertising? 

Effect of Advertising on Sales Cost 

Why Advertised Goods Are Easily Sold 
What a Trade Mark Means to You 

Some Broader Aspects of Advertising 
Using Advertising to Close Sales 

The Salesman and the Mailing List 

The “Wait for Demand” Buyer 

The Buyer Who Is “Down” on Advertised Goods 
Making the Most of Inquiries 

Bringing Dead Inquiries to Life 

Getting Dealers to Use Dealer Helps 

New Clothes for Worn-out Arguments 
Backing Up the Advertising Department 
Appearance as an Advertising Factor 

The Use and Misuse of Words 

Every Call an Advertisement 

The Best Advertisement of All 


Like all Dartnell literature, this Manual is filled with 
“brass tack” incidents, experiences and data. It was 
written by J. C. Aspley, for four years on the editorial 
staff of Printers’ Ink, and formerly of the sales and 
advertising departments of the Addressograph Co., 
Swift & Company and the American Multigraph Sales Co. 


Price, One Dollar—On Approval 


The Manual is pocket size, bound in cloth, 112 pages, 
and printed in large size, easy-to-read type. Special 
quantity price upon request. 


The Dartnell Corporation 
Publishers 
223 W. Jackson Boulevard 
CHICAGO 


How Much is Spent for 
Direct Advertising? 


are constantly 
bothering sales managers are the per- 


Three questions which 
centage of advertising to sales, how 
much is spent each year in each branch 
of advertising, (newspapers, magazines, 
mail matter, etc.) and the proportions 
of an appropriation that should be spent 
in direct mail advertising and in general 
publicity. Such figures at best must be 
but a rough estimate. Here is the 
American Writing Paper Company’s es- 
timate of the amount spent each year 
in this country for direct advertising: 
39,000 manufacturers in the 

United States of high rat- 

ings, including all national 

advertisers who are manu- 

facturers, spending on an 

average of $5,000 a year in 

direct advertising ......... $195,000,000 
100,000 manufacturers in the 

United States, not includ- 

ing the above 39,000, spend- 

ing on an average of $500 

a year for direct advertising 


10,000 wholesalers and job- 
bers, spending on the aver- 
age of $500 a year in direct 
ROVETEGIIE odie kG sicy cue 


50,000,000 


2(),000,000 
1,500,000 retail merchants and 
tradespeople in the United 
States, averaging approxi- 
mately $50 each year in 
direct advertising ........ 75,000,000 
100,000 miscellaneous lines of 
business not classified 
above, including banks, real 
estate agents, brokers, com- 
mission houses, public serv- 
ice companies, insurance 
companies, land companies, 
selling agents, trade and 
business associations, in- 
vestment companies, etc., 
estimated average spent in 
direct advertising every 
year 1s $500 each......... 50,000,000 
600 mail-order houses in the 
United States, average 
amount spent annually, 
$50,000 (approximately) 
2,500 leading department 
stores spending on an aver- 
age $5,000 a year.......... 


40,000,000 


12,500,000 


Total spent for direct adver- 
tising yearly ............. $442,500,000 


“The contents of the March issue are 
illuminating, instructive and, in my opin- 
ion, an essential to every sales man- 
ager, as well as  salesman.”—A. C. 


Whitefield, sales manager, Napier Saw 
Works. 
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Personal Services and Supplies 


Rates: 15c a line of seven words; minimum $1.00. 


SALESMEN SEEKING POSITIONS 


BUSINESS SERVICES 


SALESMAN, man of good address 
and pleasing personality with 8 years’ 
sales and executive experience and for 
the last 5 years midwest representative 
for eastern mill, seeks connection with 
reliable concern as representative in any 
city in U. S.; salary, $225 per month and 
good opportunity for future; will con- 
sider good commission proposition; can 
furnish first-class references. Address 
454, SALES MANAGEMENT. 


SITUATION WANTED — Special 
training in salesmanship, several years 
selling wholesale jobbers, food products; 
prefer repr. mfrs.; salary and expenses; 
road only. Address 490, SALES MAN- 
AGEMENT. 


SITUATION WANTED — Depend- 
able, common sense salesman; thirteen 
years’ experience city, road, and office; 
opening and reorganizing territories and 
working co-operatively with salesmen 
through mail and practical field demon- 
stration; would connect, inside or out, if 
given chance to build a patronage where 
reward would be according to results; 
studious and practical; age 35, married. 


Box 505, SALES MANAGEMENT. 


A HIGH GRADE SALESMAN wants 
to connect with reliable concern where 
he can make money for self and firm; 29 


years old; good personality. Box 503, 
SALES MANAGEMENT. 
SALESMAN; 10 years’ experience 


selling to men’s wear trade in middle 
west; want high grade manufacturing 
line, clothing, gloves, shirts. Box 504, 
SALES MANAGEMENT. - 


GOOD LINE WANTED for Ohio; 
straight commission; have established 
drug and store trade; drive car, making 
all size towns; will consider good side 


line. Box 502, SALES MANAGE- 
MENT. 


PRESS CLIPPING BUREAUS 


We read and clip for thousands of 
busy people the best things on any sub- 
ject appearing in the current daily and 
weekly newspapers. Send stamp for 
booklet or write us what you want and 
our readers will get it for you. Con- 
solidated Press Clipping Co., 604 Man- 
hattan Bldg., Chicago, U. S. A. 
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Live Letters That Sell Things 


written to order, $5.00 each. Three for 
$10.00. Booklets, folders, etc., at reason- 
able rates. “Evidence” gladly sent on 
request. G. F. Campbell, 96 Conkey, 
Hammond, Indiana. 


Statement of Ownership, Management, 
Circulation, Etc., Required by the Act 
of Congress of August 24, 1912. 


of SALES MANAGEMENT, published monthly at 
Chicago, Illinois, for April 1st, 1919. 


State of Illinois, County of Cook—-ss. 


Before me, a notary public, in and for the state 
and county aforesaid, personally appeared John 
Cameron Aspley, who, having been duly sworn ac- 
cording to law, deposes and says that he is the 
editor of SALES MANAGEMENT, and that the 
following is, to the best of his knowledge and be- 
lief, a true statement of the ownership, manage- 
ment, etc., of the aforesaid publication for the date 
shown in the above caption, required by the act of 
Aug. 24, 1912, embodied in section 448, Postal 
Laws and Regulations. 

1. That the names and addresses of the pub- 
lisher, editor, managing editor and business man- 
agers are: 

Publisher—The Dartnell 
Jackson Blvd., Chicago. 

Editor—John Cameron Aspley, 223 W. Jackson 
Blvd., Chicago. 

Managing Editor—None. 

Business Manager—None. 


Corporation, 223 W. 


2. That the owners are The Dartnell Corporation, 
a stock company organized and incorporated under 
the laws of the State of Illinois, all stock being 
held by J. C. Aspley, J. W. Asplet, M. D. Aspley. 


3. That the known bondholders, mortgagees and 
other security holders owning or holding 1 per 
cent or more of total amount of bonds, mortgages, 
or other secureties are: 

None. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and secur- 
ity holders, if any, contain not only the list of 
stockholders and security holders as they appear 
upon the books of the company, but also, in cases 
where the stockholder of security holder appears 
upon the books of the company as trustee or in any 
other fiduciary relation, the names of the per- 
son or corporation for whom such trustee is acting, 
is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under 
which stockholders and security holders who do 
not appear upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
afhant has no reason to believe that any othet 
person, association, or corporation has any interest 
direct or indirect in the said stock, bond, or other 
securities than as so stated by him. 

JOHN CAMERON ASPLEY, Editor. 

Sworn to and subscribed before me this fifteenth 
day of April, 1919. P. R. MEANS, 

Notary Public. 

(My commission expires March 28, 1923.) 
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Sales Management 


TAKING THE BLUE SKY 
OUT OF ADVERTISING 


Tue Cxicaco Tripune considers it a waste of money to advertise a product distribu- 
ted through the retail and jobbing trade — until that trade has been supplied with 
merchandise to take care of the consumer demand created. Here are some instances 
of how Trisune methods put goods on the dealers’ shelves before the campaign opens 


selling to the consumer at forty cents a 
package. The sales campaign, conducted 
previous to the advertising, lasted three 
and one-half weeks. The average num 
ber of salesmen used was eighteen. At 
the end of the sales campaign, before a 
line of advertismg was run, 204§ retailers 
were secured, each were sold an average quantity of 126 
pounds, at an average cost per dealer of $1.26; almost six 
hundred thousand pounds were sold to both jobbers and 
retailers, amounting to over twenty thousand dollars 
After the first advertisement appeared, approximately 600 
dealers 
Before the first advertisement appeared 
the advertiser had already made a net profit 


more retailers were secured, making a total of 26 
in four weeks 


selling to consumers at fifteen cents, sale 
able only in the very best stores and dis 
tricts in Chicago. The product was 
featured to introduce the whole, exten 
sive line of the firm. The sales campaign 
lasted five weeks. The average number 

salesmen used was eight, 68 jobbers 
and 1005 retailers were secured. The 
average dealer order was three-quarters of a case, the cost 
Before the first adver 
tisement appeared, the total sales amounted to five times 
the advertising appropriation. With the exception 
some TRIBUNE designed dealer helps, no other advertising 
was used. This product with a limited appeal and use, 
was difhcult to merchandise, but Trisune methods suc 
cesstully established it in the Chicago market 


of securing each dealer was $1.06 


These are average instances of TripunE sales campaigns 
THE TRIBUNE has real dealer mfluence, real reader responsiveness 


resentatlyv 


a substitute to supply war-time demands, 


selling to the customer at fifteen cents 
The sales campaign was carried on six 
weeks previous to the advertising. Eight 
salesmen were used. Salesmen for com 
petitive lines had called on the retail 
trade three to five weeks betorehand. A 
fluctuating market and delayed shipments 
were further obstacles to the sales cam 
paign. Nevertheless, at the end of six weeks, 2,266 re- 
tail dealers were secured in the city of Chicago proper, 
and about 1,000 more outside Chicago 
der was one and one-quarter 
each dealer was $0.68 


The average or- 
cases, the cost of securing 
In addition 112 jobbers were se 
The total sales amounted to almost six times the 
advertising appropriation. Three months after the ad- 
vertising campaign began, this article had a distribution ot 
5,000 dealers in Chicago alone, and trom forty to fifty per 
cent of all available dealers outside the city in The Chica 
go Territory. This 1s one of the most successtul campaigns 
Tue Tripune ever directed 


cured 


selling retail at ten cents. The sales 
The aver- 
age number of salesmen used was seven. 
2,128 retailers were secured, at an aver 
age cost per dealer of $0.605. Before the 
advertising began, the retail sales amount 
ed to over thirty-three hundred dollars, 
jobber sales to approximately six thou 
sand. Total sales were almost five times the original ad 
vertising appropriation. These records were made in 
spite ot the 


campaign lasted seven weeks 


fact that it was necessary to keep down sales 
tor a time due to a shortage of materials 

They are possible because 

Let a TRIBUNE rep 


e advise with you ona campaign to win the Chicago market for your product 


Ye Chicago Tribune 


{THE WORLD'S GREATEST NEWSPAPER//(/ 


